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marks of leadership 


EVERY PUBLICATION which is recognized as the leader in its field has 
measurable marks of leadership which can be readily compared with 
other publications. Here are ENGINEERING AND MINING JOURNAL’s marks 
of leadership in its field. 


Larger Editorial Staff. No other publication has as many full-time editors. 
E&MJ has more editors than the next three publications combined. And in addi- 
tion 26 special EX MJ correspondents in 17 states and important mining areas in 
the United States, Canada, Argentina, Chile, Mexico, Peru and the Philippines 
... plus the services of the McGraw-Hill Economics Department, Research De- 
partment and Washington Bureau . . . plus the services of 75 on-the-spot for- 
eign correspondents, strategically located throughout the world, part of the Mc- 
Graw-Hill World News Bureau who supply E&XMJ with the latest mining news. 


Proved Preferred Readership. No other publication has ever topped EXMJ 
in a readership survey. E&MJ has had more “‘first choice” and ‘‘most useful” 
votes by mining men than the next three publications combined in eight reader- 
ship surveys conducted by manufacturers over their own lists. 


More Advertising Volume. No other publication carries as many pages of dis- 
play advertising. As a matter of fact E&MJ carries—year after year—more 
advertising than the next three publications combined. 


More Paid Circulation. No other publication has as much paid circulation in 
the world-wide metal and nonmetallic mining, milling, smelting and refining in- 
dustry. No other publication in the field has as many all-paid foreign subscribers 
or as many all-paid domestic subscribers. 


A REMINDER: — ENGINEERING AND MINING JOURNAL'S July issue, 
‘“‘Mining’s Greatest Era,’’ closes June 15. 


ENGINEERING AND 
MINING JOURNAL 


A McGRAW-HILL PUBLICATION ¢ 330 WEST 42ND STREET, NEW YORK 36, NEW YORK 





More Than > JI MIES As Many Advertisers 


As Ever Appeared In Any Other Such Guide 


10,384 Advertisers in 1953 Edition... 


That is BECAUSE 
THOMAS REGISTER advertising aver- 
ages at least three times the results per 
dollar of cost over any other such guide. 


And that is BECAUSE 

THOMAS REGISTER is the buying 
guide used for purchasing direction by 
more than 60‘ of the total Industrial 
Purchasing Power of the U. S. Three 
times the purchasing power and volume 
over any other such guide. 


And that is BECAUSE 


T.R. “where-to-buy” direction is at least 
three times more informative in scope 
and quality than any other guide. 


And that is BECAUSE 

THOMAS REGISTER production costs 
exceed $1,000,000 for each edition—far 
in excess of the total income of any other 


such guide. 


And that is BECAUSE 

T.R.’s Paid Subscription clientele pay 
more subscription dollars for T.R. than 
for any other industrial publication. 


And that is BECAUSE 
THOMAS REGISTER Paid Subscription 
clientele as a rule prefer and use only 
T.R. for “where-to-buy” direction. 


The foregoing is largely evidenced by the universally recognized audit of the 
AUDIT BUREAU OF CIRCULATIONS, free upon request ...In its field only T.R. qualifies. 


It pays to advertise where buyers look for adver- A Thomas Register representative will be glad to 
tising and 10,384 T.R. Advertisers are well aware give you more facts. Why not discuss the sales pos- 
of this fact. The “Buyership” activation afforded by sibilities with him now, for the new edition. The T.R. 
product descriptive advertising in Thomas Register clientele is not effectively reached by advertising in 
Annual merits your most thoughtful consideration. any other medium. 


OUR REPRESENTATIVES 
SEE VOL tll 


gp finegede 
REGISTER 


THOMAS 
REGISTER 


The Only Paid Circulation in the Field — ABC 96% Paid 


THOMAS PUBLISHING COMPANY 461 EIGHTH AVENUE, NEW YORK 1, WN. Y. 
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AMERICAN ARTISAN Helps 


Its Subscribers 


Sell— 


MORE Air Conditioning a 


... for homes, small industrial plants, res- 


taurants, offices, stores — summer cooling, 


winter air conditioning, and year around 


air conditioning — thousands of installa- 


tions scheduled for this year and a tre- 


mendous potential ahead. 


MORE Warm Air Heating 


for new and existing homes — furnaces, gas burners, oil burn- 


ers, humidifiers, controls, blowers, filters, sheets, insulation, etc. — 


an average of over 800,000 installations annually. 


In the warm air-sheet metal field, AMERICAN ARTISAN is 
THE merchandising paper. Month after month our editors illus- 
trate and explain how ARTISAN readers can do a better, more 
profitable job of selling. 

The ARTISAN’S editorial range covers everything a KEY 
dealer-contractor with saies, engineering, shop and service facil- 
ities can handle... 

That's why AMERICAN ARTISAN commands great reader 
interest among those dealer-contractors who have ‘‘arrived'’ or 
are on their way to sales volume success — why ARTISAN PAID 
subscribers handle the bulk of all business. 

Prosperous sales outlets invaria- @® 

bly mean MORE business for you. 
You MAKE these contacts and KEEP 
them by using AMERICAN ARTISAN on 
a consistent, every issue basis. May we 
present our complete case? 


KEENEY 
PUBLISHING COMPANY 
6 N. Michigan, Chicago 2 


NEW YORK: 1734 Grand Central Terminal 
CLEVELAND: 3734 Woodridge Rd. 
LOS ANGELES: 672 S. LaFayette Park Place 


KEENEY PUBLISHING COMPANY - 6 N. 


. factory blow pipe systems, exhaust and 
ventilating, special sheet metal constructions for 
process applications — fans, hoods, galvanized 
sheets, angles, stainless steel, alloys—products 


and materials used in large volumes. 


MICHIGAN AVE. - CHICAGO 2 


NEW YORK 734 Grand Central Termina CLEVELAND HEIGHTS: 3734 Woodridge Rd LOS ANGELES: 672 S. Lafayette Pork Place 
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WE'LL SEE YOU 


YOU MAY BE THE LUCKY AD MAN 
TO WIN THE MODERN RAILROADS 
DOOR PRIZE! 


ATTEND THE NIAA CONVENTION IN PITTSBURGH 
JUNE 22'...aND GO BY RAIL! 








TWO ROUND TRIP TICKETS 


FIRST CLASS, INCLUDING PULLMAN— 
FROM YOUR HOME TO ANYPLACE IN THE 
UNITED STATES 


There will be plenty of ad men—and ideas in Pittsburgh 
... and Modern Railroads adds another lure. 


Be sure to check— 


ROOM 475 
WILLIAM PENN HOTEL 


. +. you may win the door prize! 


Ling 


MODERN 441 LEXINGTON AVE. NEW YORK » 459 THE ARCADE, CLEVELAND - 423 FIRST TRUST BLDG., PASADENA 
RAILROADS 201 N. WELLS STREET, CHICAGO 6, ILLINOIS 





IN PITTSBURGH 


YOU MAY BE THE LUCKY AD MAN TO 
WIN THE APPLIANCE MANUFACTURER 





DOOR PRIZE! 


ATTEND THE NIAA CONVENTION IN PITTSBURGH 
JUNE 22! 


FIRST WINNER’S choice of his favorite brand 


of any major home appliance! 


SECOND WINNER’S choice of his favorite 


brand of any small home appliance! 


As a new magazine, Appliance Manufacturer attends 
its first NIAA convention! We want as many ad men to 
know about us as possible, so we've sweetened the 
pot for attendance. 


Be sure to check— 


ROOM 475 
WILLIAM PENN HOTEL 


... you may win a door prize! 


A PPLIANCE 441 LEXINGTON AVE., NEW YORK 
MANUFACTURER 201 N. WELLS STREET, CHICAGO 6, ILLINOIS 


459 THE ARCADE, CLEVELAND + 423 FIRST TRUST BLDG, PASADENA 





Metalworking’s NO. 1 medium puts 


When you want to know which metatworking magazine can 
efficient and productive job of building prefer- 
r products, many sound reasons will lead you 
to a choice of American Machinist... 


Top Penetration of Metalworking’'s 
Most Important Buying Group 
Net-paid Circulation, November 17, 1952 Issue 


Subscriptions to corporate officials 
and general managers with top- 
level production authority ...... 


Subscriptions to men with specific 
production titles .............. 


Company subscriptions read largely 
by production executives 


Subscriptions to engineers 


All other subscriptions 


ers) Mate oer meee ses Sree Sree 


Metalworking’s important buying power, American Machinist 
delivers an all-paid, self-elected circulation of over 31, 
management-concentrated, production-responsible metal- 
working men. Thus, only American Machinist, among metal- 
working magazines, provides you with the proof of reader 
interest and responsiveness inherent in its all-paid, steadily 
growing circulation. 


« ++ for this magazine offers yoy the same exclusive values 
‘that attract over 800 successful advertisers to its pages, and 
last year drew the largest advertising investment that has, 
ever been entrusted to any metalworking publication. 


a 
/.,2°¢ 
La . 


FOURTH . . . all of American Machinist's clear-cut, sales-build- 
ing values are yours at a cost-per-thousand paid circulation 
far below that of any other magazine edited for the biggest 
of industrial markets, 





exclusive values behind your advertising 


ease — 


FIRST .. . American Machinist is edited exclusively for Metal- SECOND .. . American Machinist is edited specifically for 

working .. . and concentrates its circulation within this Metalworking’s most important buying group . . . production 

industry, so that a minimum of the advertising dollars you engineers and executives. With articles like those illustrated 

invest to sell Metalworking are diverted into such entirely here, American Machinist delivers to busy executives more 

different industries and markets as Metalpreducin * specifically helpful facts and ideas than are available to 
them in any other publication. 


SO . . when you seek increased sales in the $100-billion Metalworking Industry, 


and want to build preference for your products among this industry’s most 
important buying group . . . production management .. . the facts will tell 
you why 


This is the NO. 1 place to do business with America’s biggest industry 


THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
McGRAW-HILL BUILDING, NEW YORK 36 

PUBLISHED EVERY OTHER MONDAY 

MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS AND THE 
ASSOCIATED BUSINESS PUBLICATIONS 


Lem 
_ Stag wr 7, 


oO ms 
hi Wey NE *hObuC Oy . 





it will pay you to 


GO DIRECT 


to the man who 
must engineer the 
application of your 
product into the 
manufacturing process 
... It’s a good bet 
that he is one of the 
thousands of men in 
responsible charge 
of important work 
in the process 
industries who 
receive and read CEP 
every month. 
* 
Make CEP your 
main-line messenger 
to process markets. 


Chemical 
Engineering 
Progress 


120 East 41st St., New York 17 
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letters 


tothe Editor 


@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


Care and Feeding of Sales Meetings. . Sai: 


means 


how how not nduct a sales meeting by 


iS aiscussions if 


Those beautiful GE models 
get into the wrong show 


® TO THE EDITOR . . We were very 
pleased to see the publicity accorded 
The Heil Co.’s program, “The Care 
& Feeding. of Sales Meetings,” re- 
ferred to in a caption on page 132 
of the April, 1955 issue of Inpus- 
TRIAL MARKETING. However, the il- 
lustration used with this caption 
apparently was from the GE pres- 
entation 

I must say that I am quite sure 
that some members of our cast 
would be extremely pleased if other 
members of our cast looked like 
some of the people shown in the 
Unfortunately, 
ever, our cast is all male and does 


illustration. how- 
not include even any female im- 
personations. 

We have several more dates for 
the presentation of our program and 
I fear that some people who may 
see the release in INDUSTRIAL MAR- 
KETING and are planning to see our 


Stray . . Mod 


program, may be somewhat disap- 

pointed in not having this type of 

character appear in our skit. 
Thank you again for remember- 














your Key 10 BIG 
REMODELING SALES 


Representing more than 3500 hours of 
research and creative effort, the big Do- 
mestic Engineering Modernization Sales 
Kit is the most complete, most effective 
sales portfolio ever developed for use by 
the contractor-dealer. It provides him 
with all of the materials necessary to pro- 
mote remodeling business on a broad scale 
and shows him, step-by-step, the methods 
to use in directing this profitable business 
into his establishment. 


To assure promotional matter that is con- 
stantly fresh and timely, the kit is being 
released in quarterly sections. Included in 
the first quarterly kit, now available, are 
the following: 3 Giant Posters; 17 News- 
paper Advertisements; 13 Radio Commer- 
cials; 6 Sales Letters; 3 Jumbo Mailing 
Cards; 13 Local Newspaper Releases; 2 
Remodeling Case Studies; 1 Home Efficien- 
cy Questionnaire; 1 Procedure Manual; 1 
Financing Manual; 1 Modernization Plan- 
ning Manual and 3 Time Tables which 
serve as a week-by-week guide to the use 
of the materials in the kit. Each ensuing 
quarterly section will contain similar ma- 
terial keyed to seasonal themes. 


DOMESTIC ENGINEERING’S 


LAY CV STORY 


ESTABLISHED THE 


emendous 
\ Nationa 


PLUMBING, HEATING, AIR CONDITIONING and APPLIANCES! 






Until Domestic Engineering conducted 
its penetrating, week-long study of Bay 
City, Michigan, with a staff of 40 research 
interviewers, the true extent of the fe- 
modeling market for plumbing, heating, 
air conditioning and appliances was never 
fully known. Those manufacturers in 
this industry who have been following the 
progress of this depth survey and are 
plotting their sales tactics on the basis of 
its revealing findings, now recognize re 
modeling and replacement as a market of 
tremendous magnitude. . . . a multi-billion 
dollar market that knows no seasonal lags 
or new construction competitive factors 

. a market on which they can capitalize 
now and through the years to come. 


From the Bay City Story these manufac 
turers have determined, for the first time, 
how great a potential exists nationally in 
remodeling for their particular producis. 
Now, with the introduction of its big 
new Modernization Sales Kit, Domestic 
Engineering is making it possible to sell 
this giant remodeling market to a degree 
that it’s never been sold before. 


and now you can sell Modernization 
as it's never been sold before ! 





Su 


a! Remodeling potential for 


The most comprehensive, all-inclusive 
portfolio of this type ever created for the 
domestic engineering contractor-dealer, the 
Modernization Sales Kit includes all ma 
terials he requires at his local level to 
conduct a concerted and continuing sales 
drive for this, the most profitable phase 
of his business. This power packed selling 
tool serves as his and the manufac- 
turer's most effective key to BIG remodel 
ing business. It serves as the means for 
the kind of wholesaler and dealer cooper- 
ation that assures the most prominent place 
in the modernization picture for the prod- 
ucts of every manufacturer who participates 
in this all-out, all-industry business build 
ing program, 

As modernization sales drives continue 
to gain momentum, it becomes increasingly 
important to keep your products constantly 
before the contractor-dealers most actively 
engaged in this major effort. This is the 
purpose you accompiish most effectively 
through a consistent advertising schedale 
in Domestic Engineering, the magazine 
he reads and uses as his guide to moder- 
nization business. 


Your Domestic Engineering representative will be glad to show you how you 
can take an active part in this fast-moving Modernization Sales Program and 
to give you facts you will need to know about Domestic Engineering. 


omestic 


1801 PRAIRIE AVENUE 



















nN eineer in 1g 


CHICAGO 16, ILLINOIS 
















How Would You Pick a Paper 
to Advertise a Heating, Pipi 


(IN THE INDUSTRIAL AND 


on editorial volume? ....cccccccess 


FIRST by uy Yardetich! 


With its board of 31 top-flight consulting and contributing 
editors, its staff editors, and its publishing affiliation with the Ameri- 
can Society of Heating & Ventilating Engineers, HP&AC is heating, 
piping and air conditioning’s recognized “authority in print.” 

if you make any product which this great field can use, in 
HP&AC is where your main advertising effort belongs. Call on the 
nearest Keeney office to prove our case. 


KEENEY PUBLISHING CO., 6N. Michigan, Chicago 2 


NEW YORK: 1734 Grand Central Terminal - CLEVELAND: 3734 Woodridge Rd. 
LOS ANGELES: 672 S. Lafayette Park Place 


fe 


F HP&AC Reaches KEY Men-- Consulting 
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ng and/or Air Conditioning Product? 


LARGE BUILDING FIELD) 


F » HP&AC IS FIRST.....16,607* (1952 Average) 

.» HP&AC IS FIRST.....68.25* Renewal Percentage 
~» HP&AC IS FIRST..... 1,261 PAGES (in 1952) 

.»s HP&AC IS FIRST 376 (in 1952) 


.. HP&AC IS FIRST..... 1,976 PAGES (in 1952) 


* From ABC 
Audit Report 
for 12 months 

ending 12/31/52 


Ap 


Engineers - - Engineers in Plants - - Contractors 
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FAST CNIEABO, IM OIANA 
TELEPHONE 4200 


August 19, 1952 


Mr. E. A. Gebhardt, Chairman 
Marsteller, Gebhardt & Reed, Inc. 
165 North Wabash Avenue 

Chicago 1, Illinois 


Dear Geb 


Just a note to say we are quite pleased with the progress made since MG&R and our 


company joined hands. 


Our Magnesium Company of America program to date has been a good producer of 
inguiries. Though I do not have specific records of inquiries pulled in Magcoa's past 
advertising programs, I do know from having talked with our exeautive vice president, 
Miles L, Abel, that our present inquiry return from the new ads is far ahead of last 


year. 


I believe the strongest single factor in our progress so far is the splendid job Dug has 
done. lam quite pleased with the fine working relationship that has developed between 
Dug and myself. in addition to hitting the major jobs hard, Dug's attention to detail is 


to be highly complimented, 


In closing | would like to say | very much enjoyed the first issue of your new organ -- 


pleasant to read and containing some helpful information. 
Best personal regards. 
Cordially, 
MAGNESIUM COMPANY OF AMERICA 


aclC— 


JIBW:es @ B. Weil 
CC: Mr. Wm. Marsteller, Pres. of Public Relations & Advertising 
Mr. A. L. Duggan 


P.S, May the agency continue to grow and prosper in your new and handsome headquarters, 


J.B.W. 


Magnesium Company of America 
is one of 70 advertising clients of 
Marsteller, Gebhardt and Reed, Inc. 
Chicago and Pittsburgh 
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ing us in your book. 
D. E. Fricker 
Advertising Manager, Heil Co., 
Milwaukee. 


[You're right. The GE and Heil Co. 
captions were accidentally trans- 
posed, we’re sorry to say. The cor- 
rect Heil Co. picture and its caption 
appear above on page 8. The GE 
picture (IM, April, p. 132) was a 
road show now playing for 4,000 GE 
distributors . . and we hope your 
sales force won't be too disap- 
pointed when those gorgeous GE 
models (see other picture on page 
8) don't show up in the Heil Co. 
show! . . Ed.] 


Copy Chaser comments on Long 
of Bethichem ‘OK as inserted’ 


® TO THE EDITORS . . One of the first 
things I do upon receipt of a new 
issue of IM is to read your Copy 
Chaser articles thoroughly.  Al- 
though I may not always agree with 
your findings, I am always refreshed 
by your comments. 

I was particularly please to note 
your reference to Bethlehem Steel 
Company’s advertisements in the 
March 1953 issue. For some time, 
I have been impressed by the work 
by Bethlehem’s Mr. Long, and I feel 
he does an outstanding job, whether 
the product advertised is rails, nails, 
H-beams, wire, plates, forgings or 
nuts and bolts. Each Bethlehem 
advertisement seems to warm up 
even the coldest of cold products. 

With these words, I do not mean 
to detract from the man of your 
choice, for I have known Mr. Van 
Petten for several years and have 
been equally well impressed by his 
work. You surely did have “tough 
picking,” and I feel it will be tough- 
er as time goes on, if you continue 
to ‘raise the level’ of advertising by 
your good work. 

H. K. LIEDY, 
advertising manager, Electric 
Controller & Mfg. Co., Cleve- 
land 


Likes evidence of 
industrial ad effectiveness 


@ TO THE EDITOR . . I recently 
learned that all of the case histories 
comprising the IM series entitled, 
“How Industrial Advertising Paid 
Off,” have been printed in booklet 
form. I would very much appre- 





ciate your sending me several copies. 
Tangible evidence of the effec- 
tiveness of industrial advertising is 
something which is frequently 
somewhat difficult to obtain. Your 
series of articles is packed full of 
this type of information. 
R. W. Fross, 
Assistant Advertising Man- 
ager, A. P. Green Fire Brick 
Co., Mexico, Mo. 


Wants March’s export issue 
to pass along to others 


® TO THE EDITOR . . I have just read 
the March, 1953, issue of INDUSTRIAL 
MARKETING and have found it to be 
very interesting and informative . . 
so informative, in fact, that if at all 
possible, I would appreciate another 
copy for others in our agency. 
A. F. Yagley, 
MacManus, John & Adams, 
Inc., Bloomfield Hills, Mich. 


Ad manager, agency get nod 
for Kidde’s dinosaur ad 


® TO THE EDITOR . . I note on page 
98 of the April issue of INDUSTRIAL 
MARKETING, a well-deserved boost- 
of-the-month by the Copy Chasers 
for the Walter Kidde dinosaur ad. 
This makes me very happy be- 
cause I had already noted this series 
and I thought they were extremely 
good myself. However, I sort of 
wish you had mentioned the ad- 
vertising manager and the agency. 
My friend Stuart Grant of Walter 
Kidde is an extremely able citizen 
who does a lot of thinking that is 
both original and sound. He de- 
serves personal mention. 
Franklin W. Bartle, 
President, Star-Kimble Motor 
Div., Miehle Printing Press 
Mfg. Co., Bloomfield, N. J. 


Finds IM helpful 

to sales executives 

® TO THE EDITOR . . In a young and 
rapidly growing organization like 
ours, we find little time for reading, 
but INDUSTRIAL MARKETING is one of 
the few magazines I try never to 
miss. 

I make sure it is circulated to all 
of our sales executives. We have 
found many helpful notes in its 
pages. 

Frederick K. Daggett, 

Flexible Tubing Corp., Guil- 

ford, Conn. 





No ON ALL 5 COUNTS 








Consistently carries more |} 


pages of advertising than the 
next four papers combined. 


Reaches more plants with 


. buying power — more NEW 


plants. Circulation verified by 
Western Union. 


The No. 1. publication on 


- practically every readership- 


preference study made to the 
woodworking field. 


Low cost per thousand cir- 


- culation. 


Produces results for adver- 


- tisers. 


55 years of industry leadership and growing popularity 
accounts for WOOD WORKING DIGEST's large cir- 
culation. Alert editorial content reports and anticipates 
industry trends, developments and problems. More than 
95%, personalized, it is read by most of the top executives 
— owners, managers, superintendents and engineers with 
buying authority. Every copy is directed to the right 
man and every man is a logical prospect for your. prod- 
uct or service. Pocket-size — modern format — easy to 
read and use. Put the sales power of the DIGEST behind 


your product. 


1 oe for 


24-page Data File based on NIAA 
outline, Latest market figures, gov- 
ernment statistics and publication 
data. Helps you determine the sales 
potentials for your products in the 
huge woodworking industry. Write 
for your copy. 
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More records 





broken! 


Progressive Architecture’s 

coverage of the architectural market 
again smashes records. Your P/ A 
advertising makes more sales 

calls than ever before on architectural 
building product and equipment 
specifiers ...and makes them at 

less cost. Here are the facts from 

the latest circulation statements : 


Progressive | Architectural | Architectural 
Architecture | Forum Record 





First in total professional 
architectural circulation 33,401 19,714 27,612 





First in architects & engineers 23,266 13,770 22,888 











First in designers 4,706 3,089 2,452 





First in draftsmen 5,429 2,855 2,272 





Biggest coverage of architec- 
tural and architectural- 18,762 13,170 16,953 
engineering firms 





Fastest growing architectural 
circulation — five year gains 11,151 
(Dec. 1948—Dec. 1952) 





Lowest cost per thousand 
professional architectural $14.20 
subscribers (12-time b-w rate) 





Lowest cost per thousand 
architects & engineers $20.42 $43.20 $20.53 


(12-time b-w rate) 











Sources: Publishers’ Statements for six months ending December 31, 1952 and current rate cards 


Make more sales calls 
than ever before... 


at less cost in 


Progressive Architecture 


Reinhold Publishing Corporation 
330 West 42nd Street 
New York 36, New York 


World’s largest publisher of architectural books 
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NATIONAL 


industrial Packaging 
& Materials Handling 


EXPOSITION 


OCTOBER 20-21-22-1953 
MECHANICS BLDG. ¢ BOSTON, MASS. 


for the 


you §& New, unusual, refined, 

WILL § modernized products, 
EXAMINE & equipment and ma- 
terials 


Foremost industrial 
packaging and mate- 
rials handling men 


The newest — 
from the renowned 
“Short Course’’ in 
packaging and ma- 
terials handling 
(Sponsored by Mech. 
Eng. Dept. of M.1.T.) 


Interesting, instruc 
tive entries in the 
National Protective 
Packaging and Ma- 
terials Handling 
Competition 


National 

Packaging and 
Materials Handling 
Show 

in the GREAT 
NEW ENGLAND 
MARKET 





For full information, write 
Society of Industrial Packaging 
& Materials Handling Engineers 


Room 902-8, 20 W. Jackson Bivd., Chicago 4 
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best way to prepare 


simple instruction booklet? 


® THE EASIEST . 
to get the job of writing an instruc- 


. and fastest . . way 


tion book done is to call in a repu- 
table technical manual producer 
and turn the whole thing over to 
him. He’ll not only take care of 
copy and illustrations, but will han- 
dle layout, printing and all the oth- 
er details with a minimum of both- 
er to you. 
However, 
ready strained, or if top manage- 


if your budget is al- 


ment insists that only a company 
man familiar with your equipment 
can write accurate copy, then fol- 
lowing the procedures listed below 
should get you through the chore. 


Decide just what the manual 
should cover. .. Most good indus- 
trial manuals . . and all of the man- 
uals prepared for the armed serv- 
ices . . include the following gen- 
eral points: (a) description, (b) 
operation, (c) preventive mainte- 
nance, (d) minor repair and serv- 
ice, (e) adjustments, and (f) re- 
placement parts. And most impor- 
tant, don’t try to cover all varia- 
tions of all models since the year 
one in a single manual. Too many 
statements “similar to model ‘A’ 
except for ’ can ruin the effec- 
tiveness of any manual, particularly 
if the customer has one of the “sim- 
ilar” models. 


Prepare an outline . . Before 
writing a single word of copy, pre- 
pare a complete outline including 
all material to be incorporated and 
the order of its appearance. Be 
sure to note where illustrations are 
to go and what they are to show. 
Organize chapters, sections and 
paragraphs as necessary. A good 
outline can save 50% in writing 
time, eliminate repetition of infor- 
mation and save you many dollars 
in final cost. Don’t underestimate 
the need for a complete, thorough 
outline. Once this is done, it is just 
a matter of “filling in the blanks”. 


Organize the material in a log- 
ical sequence .. Putting the re- 
pair information before a general 
description of the unit gives the 
impression that you expect the 
equipment to arrive in need of re- 
pair. The following is a general 
outline adaptable to the majority of 





(Advertisement) 


in selling the 
process industries 





y 


by HARRY MARTIN 
How to make sales 
literature budgets work 


overtime, all the time 


Process Industries 
Specifying Teams 
turn to 


qq? €= CP 
CHEMICAL ENGINEERING CATALOG 


for detailed 
up-to-date data on 


process equipment 
engineering services 


materials of construction 


f there's a risk of waste in industrial 
advertising, it’s in the circulation 
— “distribution” is a better word — 
of sales literature. And when you con- 
sider today’s high cost of preparation, 
maintenance of lists and mailing ex- 
penses, waste in distribution can run 


into real money. 


In the industries there's a 


proved way of putting your detailed 


process 


product data before all the right men in 

all the right process industries plants. 

Reinhold Catalogs have been doing this 

job for leading manufacturers since 

1916. Exclusive in the prozess indus- 

tries, they assure no waste circulation 
. no important plants overlooked. 


Chemical Engineering Catalog and 
Chemical Materials Catalog are referred 
to, and worked with, by process in- 
dustries specifying teams—the men who 
decide if and when your products or 
services will be used. 


Reinhold Catalogs give your promotion 
penny old-time value. For instance, as 
part of Chemical Engineering Catalog, 
Reinhold will prepare, print, distribute 
and promote 19,500 copies of your 


eight-page two-color catalog in key | 
process industries plants for one full | 


year .. 


low rates hold true for larger or smaller | 


units in CEC. You enjoy similar value | 


in CMC. 


To make your sales literature work 
overtime all the time, call in your Rein- | 

. , | 
hold Catalog representative now. He | 


can give you some interesting facts! 


Write for: 


Hor off the press—a revealing study of 


behind-the-scenes buying and specify- | 


ing activities of men of many titles in 
all the process industries. Write Rein- 


hold Catalog Division today for your | 


. for only 14c each. Comparable 


IN THE 
PROCESS INDUSTRIES 
PICTURE! 


REINHOLD CATALOGS. | 


PUBLISHED FOR 
INSIDE PLANT USE 
BY ALL TITLE 
GROUPS. 


Process 
Industries 
Specifying Teams 
turn to 


q ®> 7a ae 
atl 3 ff Se 
CHEMICAL MATERIALS CATALOG 
AND DIRECTORY 
for detailed, 
up-to-date data on 


properties, specifications 
and applications of chemicals 
and raw materials. 


sf 


free copy of this new market-study | Reinhold Publishing Corporation 


bookler—"Sales Are Born, Not Made.” 


| 330 W. 42nd St., 


New York 36, N. Y. 
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Phis Coverage 


For Your GROWING 
Southern Markets 


| Pa 


1. ADVERTISING AND MARKETING 








Southern Advertising and Pub- 
lishing. Covers advertisers, sales and ad- 
vertising monagers and their advertising 
agencies. 





BAKING © 





New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 


ern baking industry. - 
v 
FOOD PROCESSING 








Southern Food Processor. 


Reaches the leading processors, packing in 
cans, glass and frozen packages. L- 


4. GARMENT MANUFACTURING 








Southern Garment Manufac- 


turer. Spokesman of and friend to this 
two-billion-dollar Southern giant. - 


* 





FERTILIZER 





Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 





JEWELRY 





Southern Jeweler. Jewelers in the 
South share generously in rising Southern in- 
comes. Full coverage of retailers and whole- 
solers. ° 





PULP AND ae 





Southern Pulp and Paper Man- 


ufacturer. National circulation, intensive 
coverage of the South's expanding paper and 


pulp industry. t- 


Southern Printer. Reaches commer- 
cial printers and newspaper mechanical 
superintendents. 





8. PRINTING 








9. STATIONERY AND OFFICE EQUIP. 





Southern Stationer and Office 


Outfitter. Full coverage of leading sta- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS 


ERN“ST H. ABERNETHY, President | 
75 Third Street, N. W., Atlanta, Ga. 
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industrial equipment in use today 
Chapters or sections should appear 
in this sequence: 


Chapter 1, General Information. 


a. Include an over-all view of the 


equipment (use more than one 
view if necessary) with ail ma- 
jor components identified 

General description of the 
piece of 
The 
etc. which this manual covers 
. Tabulated list of 


including 


equipment 


models, serial numbers, 
pertinent 


technical data per- 
formance information, type (if 
more than 


you manufacture 


one), over-all dimensions, 


weight, speed, horsepower, 
fuel, oil and grease capacities 
Special installation information 
if needed. 

Chapter 2, Operating Instructions 
a. List name, location and use of 
all controls and instruments 

List’ Before Operation Checks” 

including connections to be 

made, tanks to be filled, mount- 
ings to be checked, etc 

. Actual 


List in a logical sequence us- 


operating instructions 
ing general heads like “Start- 
ing”, “Stopping” and “Opera- 
tion”. Specify each action sep- 
arately and concisely referenc- 
ing controls and instruments to 
they are 


illustrations where 


shown. Use a simple, direct 


approach in writing such as 
(1, fig- 


“Press 


“Turn ignition switch, 

ure 4) to ON position”, 
(2)”, ete 
If the piece of equipment has 


starter button 


accessor,es which are to be Op- 
erated, discuss them after the 
main item. 

Chapter 3, Preventive Mainte- 

nance, 

a. Set up a tabulated list of pre- 

ventive maintenance services 
to be performed and the time 
interval at which they occur. 
Either a time interval (daily, 
weekly, monthly) or an op- 
erating interval (hours, miles) 
can be used. 

. If lubrication of the item is ex- 
tensive, set up a separate lu- 
brication paragraph with a 
chart showing lubrication 
points, lubricant to use, and 
time interval. If lubrication is 
a minor operation, it can be 


Chapter 4, 


incorporated in the preventive 
maintenance list. 


Minor and 


Repair 


Service 


a 


b 


c 


1 


If special tools are needed to 
perform any of the repair func- 
tions, list them here. 
that 


performed by a general main- 


Itemize repairs can be 


tenance man or mechanic. 
Cover 


under removal, repair, and in- 


each item completely 
stallation before proceeding to 
Don’t try to 


overhaul. 


the next item. 


cover a complete 
Major overhaul is for factory 
trained personnel. 

adjustments 
adapt the 


Adjustments. If 
can be made to 
equipment to various operating 
conditions, they should be dis- 
cussed here. If an adjustment 
is to be made at the time of 
repair, cross-reference it to the 
above section. 

Trouble 
Prepare a list covering all com- 
that 
with 


shooting information. 


mon probable troubles 


might be encountered 


your equipment. 


Chapter 5, Parts Catalog. 


a 


Cc. 


._ If some 


Use a cross-section or an ex- 
ploded view of the equipment 
with all identified. An 
easy way to do this is to iden- 
tify all 
the exploded view (1, 2, 3, etc.) 
and then to give additional in- 
tabulated list. 
with 


parts 


parts numerically on 


formation in a 
This 
crowded illustrations that tend 
Columns for the 


does away over- 
to confuse. 
parts listing should include “Il- 
lustration and Index Number”, 
“Name of Part”, “Part Num- 
ber”, and “Quantity Used”. 
parts are standard 
hardware and you don’t want 
to be bothered supplying them, 
give enough description so that 
the customer may obtain them 
himself. For example: “Screw, 
mach; rd-hd; galv steel; #8- 
ge; 94” ig” 

If some parts are not to be 
replaced except by factory 
trained personnel, note this in 
the part number column. Do 
not leave such parts out of the 
listing. This will only confuse 
and frustrate the maintenance 
man and make him think the 





Coming in July 


yO LL 


America’s Mass Production 
Metalworking Authority — 


Here is the up-to-date, authori- 
tative report of another expanding 
mass production center—coming 
in July in the 4th Annual Works 
Manager’s Cost Control Issue of 
PRODUCTION Engineering & 


viiraniie 
lanagement. 


Home of the world’s largest tractor 
plant—site of the huge General 
Kleetric Appliance Park—im- 
portant automobile assembly point 
— Louisville underscores the domi- 
nance of mass production in’ the 
metalworking industry . . . domi- 


nance in size of payroll, in numbers 
of employees, in value of product. 


Cost control is vital in mass pro- 
ducing for the competitive civilian 
market. Se, as the one and only 
business journal 10007, devoted to 
mass production alone, PRODUC: 
TION features cost control in this 
July issue. The Louisville story 
vives special impact. 

July PRODUCTION has made-to- 
order value for advertisers who 
depend on a growing civilian pro- 
duction for a healthy level of orders. 


PRODUCTION 


ENGINEERING & MANAGEMENT 


LAST FORMS CLOSE 
JUNE 1 


WIRE COLLECT FOR 
SPACE RESERVATIONS 


BRAMSON PUBLISHING COMPANY « Box 1, Birmingham, Michigan 
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PRODUNTION 


America’s 
Mass Production 
Metalworking Authority 
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MASS PRODUCTIO 


exclusively served, circulated, 


pinpointed, and highlighted in 


PRODUCTION 


ENGINEERING & MANAGEMENT 


Mass production stands sharply apart 
from all other metalworking because 
of three exclusive characteristics—it 
is repetitive, it is continuous, it is in 


high volume. 
Its biggest problems are unique. 


Let a unit of an assembly line break 


down, for instance, and in a real mass 


production operation, the consequences 


quickly become plant-wide. You see 


that illustrated in spectacular fashion 


BRAMSON PUBLISHING CO. « 


in automobile plants. 


Only one business journal—PRODUC- 
TION Engineering & Management— 
concentrates LOOY on the peculiar 
problems and SuUCCeSSES of this complex 
and all-important part of metalworking. 
There is no other way to reach pre- 
cisely the men whose chief concern is 
with the special problems of repetitive, 
continuous, volume production— 


exclusively. 


BOX 1, BIRMINGHAM, MICHIGAN 


Sales Offices: Boston, Chicago, Cleveland, Cincinnati, New York, Los Angeles 





manual is not complete. 


Use plenty of illustrations .. 
I can’t overemphasize this point. 
Use line drawings or photographs, 
whichever better illustrate the 
point you're trying to make. Be 
sure to include the following: 

a. An over-all view with all ma- 
jor components identified. 

b. Photographs or line drawings 
showing all contrcls and _ instru- 
ments. Include enough of the sur- 
rounding area so that the location 
is easily identified. 

c. Operating illustrations. For ex- 
ample, when operating a_ crane, 
pulling the control backward raises 
the boom and pushing it forward 
lowers the boom. A double illus- 
tration showing the control position 
and corresponding boom position 
makes the entire operating easy to 
understand. However, be sure these 
illustrations supplement . . not re- 
place . . the written information. 

d. Phantom view showing all lu- 
brication points. 

e. Illustrations that highlight cer- 
tain points of the repair procedures. 
Again, use them to supplement . . 
not replace . . the text. 


Use a simple, textbook style for 
layout and type face .. Highly 
stylized or “arty” layouts and type 
faces tend to confuse the reader 
and, in the case of instruction man- 
uals, detract from the information 
you're presenting. Also, try to keep 
illustrations on the same pege as 
copy in which they are referenced. 
If this is impossible, never place 
them more than one page away. 


Break down material into two 
or more manuals if necessary . . 
A common mistake in preparing in- 
dustrial is the idea that 
“everything” has to go into one 
manual. If the equipment includes 
many components, it is best to sep- 
arate the instructions covering it 
into two or more manuals such as 
“Operating Instructions”, “Mainte- 
nance and Repair Instructions”, and 
“Parts Catalog”. 

Following the above steps should 
bright you out of the manual prep- 
aration chore with few scars, less 
wear and tear on your nerves and 
give you a set of books that are 
practical and useable. 


manuals 











In the Billion Dollar Coal Market 


More PRIMARY: BUYING INFLUENCES 
Receive... Read... Benefit by 


MECHAI 


ZATION 


j/ 


ray 


Than Any Other Coal Publication! 


As you survey coal publications, 
equip yourself with the facts 
that were uncovered by the in- 
dependent survey organization, 
John Fs Fosdick Associates: 
More primary buying influ- 
ences in the coal production in- 
dustry read = MECHANIZATION 
than any other coal magazine. 
More executives, including gen- 
eral managers and purchasing 
agents, more superintendents, 
mine managers and their assist- 
ants, more engineers and_ their 
assistants MECHANIZA- 
TION. More coal-production men 
report MECHANIZATION as most 
useful or most interesting. 
These facts help explain why 
MrcHanization has published 
1.350 pages of advertising in 
1952, as opposed to just 181] in 


receive 


* According t 


The MAG AZINE of MODERN COAL 


John T. Posdick Survey, 1951, 


1938, first year of publication. 

Over 15,000 copies reach buy- 
ing influences in major mines 
which account for 87 of cecal 
output, and for 95¢¢ of the coal 
industry's new equipment pur- 
They welcome MECH- 
ANIZATION because of a vital 
interest in our editorial objec- 
tive of mine mechanization, and 
our month-to-month treatment 
of technical operations, effici- 
ency, safety and new methods. 
To these we add_ on-the-spot 
analyses of Washington deci- 
trends and regulations 
which affect coal. To get your 
full share of coal’s $1,000,000. 
000 annual purchases, do what 
Reach more primary 
buying influences with Mecuan- 
IZATION, 


chases. 


sions, 


we do: 


Detail mn vequest 


1120 MUNSEY BLDG. 
WASHINGTON 4, D.C. 


NEW YORK @ CHICAGO 
PITTSBURGH 
SAN FRANCISCO 
LOS ANGELES 


aay O 
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which Stev® 
buys sludge pumps 


... for cities, counties, states? 


Can you spot the man who buys sludge 
pumps for the hundreds of new sewage 
treatment plants being planned and built 
every year the clarifiers, digesters, 
filters, engines, and other pieces of equip- 
ment that make sewage plants tick? He’s 
not the political official, but the technical 
official. He’s not the man who merely 
signs the order, but the engineer who 
writes the product into the specs. That's 
the man you've got to sell 

And that’s why PUBLIC WORKS Maga- 
zine has more pull for advertisers. It's the 
engineers’ magazine. It has the highest 
audited engineering cireulation in the 
field... gives the men in charge of the 
job the hard-hitting facts they need, Your 
ad in PW does more than reach the en- 
gineers; it influences their planning and 


buying. 


more pull 


2&2. 6.8 8. 0 ©. 2 © 


A maker of chemical 

feeders* reports: 

“PW pulls more direct mail 

replies than any other 

advertising medium we use.” 
*Name on request 


yBLiCc 
WORKS 


The Engineering Authority 
In the City, County, State Field 


308 East 45th Street, N. Y. 17 
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from Washington 





By Stanley E. Cohen Washi 


@® ONE OF THE significant 


changes during the first 100 days of 


REALLY 


the Eisenhower administration is in 
the money market. 

The new administration has pro- 
ceeded on the theory that the most 
effective way to curb inflation is 
to drain off the plentiful supply of 
investment money which has been 
available at low interest rates. 

Under this policy, the government 
issued long term bonds paying 314% 
interest. Investors grabbed up these 
attractive securities, and the pool 
of cheap money available for pri- 
vate investors and consumer credit 
was reduced. 

This development is by no means 
While it is cer- 


tainly a sound way to stop inflation, 


non-controversial. 


financial experts like former Fed- 
eral Reserve Marriner 
Eccles warn that the Treasury’s cal- 
culated effort to force up interest 
incalculable harm 


Chairman 


rates could do 
unless managed with great wisdom. 
On the basis of various economic 
indicators, the economy appears to 
be closer to a balance at this time 
than at any time since the outbreak 
of fighting in Korea. Prices have 
been steady despite the elimination 
of price controls. Speculation is at 
a minimum, thanks, in part, to the 
Russian “peace offensive.” 
Moreover there are some defla- 
tionary trends. One of the most 
important is in the field of residen- 
tial construction, where the number 
of starts has been below the records 
of recent boom years. An increase 
in interest rates under such circum- 
stances could hardly have a stimu- 
lating effect on construction and all 
the durables markets which thrive 
on a residential construction boom. 


_Ike’s money policy appears 
to work.. economy hits balance 


Anti-Ike Tariff Bill . . The Con- 
gress is moving into a hot fight over 
tariffs. 

Since the existing tariff system is 
reasonably workable, the Eisen- 
hower administration has suggested 
that Congress simply extend the 
program for another year, to give 
the GOP an opportunity to come up 
with a comprehensive appraisal of 
our tariff needs. 

But the House ways and means 
committee . . already bitter over the 
administration’s conservatism in the 
tax field jumped the gun by 
scheduling hearings on HR 4292, a 
high tariff bill by Rep. Richard 
Simpson (R., Pa.) makes 


some drastic changes in the tariff 


which 


system. 

The Simpson Bill is 
Among 
things it deprives the President of 


patently 
anti-Eisenhower. other 
his existing power to veto tariff in- 
creases recommended by the Tariff 
Commission. It also provides iron- 
clad protection for dairy products, 
petroleum and metals including 


zine and lead. 


Good Budgeting. . The first hun- 
dred days have been a period of 
tremendously hard work for the 
new administration. Time refused 
to stand still. Relatively inexperi- 
enced newcomers had to make im- 
portant decisions “on the fly” and 
inevitably there was an occasional 
crossed wire. 

Some of the best work has been 
done in the budgeting field. Every 
proposal to expand the government 
was screened, and very few ques- 
tionable ones came through with 
Eisenhower approval. The actual 
amount of savings will not be known 
for a long time, largely because the 
figures involved in federal book- 
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93,000 Calls for Help! 


8! 93,000 sales leads. . . 93,000 If your advertising is now reaching AVIATION AGE’s 30,000 


opportunities to land a contract! “technical-management”’ readers, check your sales depart- 
ment’s record of inquiries from these potential buyers. And if 


Here is an aviation design engineer with a problem. Like his you're not reaching these important people, ask your local 
fellow engineers and scientists in every phase of aviation, AVIATION AGE representative to show you the number of 
progress to him means thousands of problems . questions inquiries your Competitors are getting. 

both large and small which he must answer. 


In the past 12 months, men like him have used the Reader AVIATION’S TECHNICAL MAGAZINE 
Service facilities of AVIATION AGE to send 93,000 calls for 

help to aviation manufacturers and suppliers 93,000 invi- 

tations to sales. 


If your product fills a need in the aviation market, you should 
be getting your share of these sales-producing inquiries. 


We are naturally proud of the part our products 
play in making America’s airplanes the best 
that fly. In our continuing efforts to design the 
best possible performance into Air Associates’ 
equipment, we spend many hours in the pages 
of Product Engineering. We know of no com- 
parable source to the latest developments in 
design engineering. 

Charles A. Sereno 

Chief Engineer 

Air Associates, Inc. 


THE MEN WHO DESIGN 
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He leads design at Air Associates 


HE READS PRODUCT ENGINEERING 


When you want bigger sales in the giant Original Equipment 
Market, you concentrate your advertising in the magazine pre- 
ferred by design-engineering leaders everywhere in industry 


They prefer Product Engineering because it gives them more help in their jobs 
than any other magazine published. 


Preferring this magazine, they subscribe to it in record numbers, With ali 
other design publications available to them at no cost, over 22,000 design- 
engineers are now paid subscribers to Product Engineering . . . and they read it 
with an intentness they reserve for no other publication. 


The intent interest of these design-engineering leaders in Product Engineering 
makes this magazine an exceptionally effective advertising medium for 
every manufacturer of parts, materials, components, and finishes. Over 800 
such manufacturers invest far more advertising pages and dollars in this mag- 
azine than in any other edited for the $26-billion Original Equipment Market. 


If your products can contribute to the design of better machinery, equipment, 
and appliances, make sure Product Engineering heads your advertising lists. 
Every present advertiser can tell you how much advertising power is gener- 
ated by this magazine’s editorial and paid-circulation leadership. But only your 
advertising will sell your products to Product Engineering’s unmatched con- 


centration of buying power. 


A McGraw-Hill Publication 
McGraw-Hill Building, New York 36 


DISTRICT OFFICES: Atlanta 3 * Boston 16 © Chicago 11 
Cincinnati 8 * Cleveland 15 * Dallas ! * Detroit 26 
Los Angeles 17 * New York 36 * Philadelphia 3 
Pittsburgh 22 * San Francisco 4 


AMERICA’S NEW PRODUCTS READ PRODUCT ENGINEERING 
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keeping are easily juggled for pub- 
Yi licity purposes. However there can 
ou can fet be little question that federal spend- 
many more people to ing will be considerably below the 
recommend your product mar eens by the outgoing 
: ruman administration. 

and your service Over the long run, of course, the 
savings may not be as great as the 
figures imply. In the Census Bu- 
‘ : reau, for example, the budget re- 
poses Sangha yt tg quest was slit from $21,000,000 to 
COMPANY. meses lat lev, a bit over $12,000,000. Actually, the 

In BUSINESS WEEK for May 9 
and in THE SATURDAY EVENING 

POST for May 16. 
Be sure to look it up. 


$21,000,000 Truman figure was a bit 
more honest, because it covered the 
collection, tabulation and_publica- 
tion of a group of programs over a 
three year period. The $12,000,000 
figure is for a very similar set of 
statistics . . but it covers only the 
work to be done during 1954. Ad- 
ditional requests to complete the 
work will have to be considered 
1955 and 1956 


Weeks Bungles . . Commerce 
Secretary Sinclair Weeks will be a 
long time living down his bungling 
of the National Bureau of Stand- 
ards. 

In the course of putting his own 
people in key posts throughout the 
department, Mr. Weeks decided to 
remove Dr. A. V. Astin, the bureau’s 
chief. But when he was asked to 
explain his action, he let loose with 
a tirade charging that the bureau 
had been less than objective in ap- 
praising a battery rejuvenator, 
marketed by a small Oakland, Cal., 
firm 

His attack on the integrity of the 
bureau brought down the wrath of 


nd the scientific world. Mr. Weeks was 


rd of © omme 
Far | accused of copying Soviet commis- 


gi ravels ee . sars who pre-determine the results 
anit ‘bt | that physicists are expected to 

achieve. The secretary looked par- 

ticularly foolish because it soon be- 


came apparent that he had issued 
the tirade without first obtaining 
conclusive proof that the bureau's 
tests were inaccurate. 

At this writing, the controversy 
paver saren eon’ is still raging. Meanwhile, Rep. 
EE Dwight Hyde (R., Md.) has sug- 

gested that it may be necessary to 
take the bureau out of the Depart- 
ment of Commerce in order to pro- 
tect the scientists from _ political 
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Every copy of MACHINE DESIGN is mailed as the 
result of a request from a Design Engineer. 
MACHINE DESIGN is the only design publication 
which verifies every recipient every year. 
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program has moved rapidly ahead. 
Price and wage controls are mem- 
ories. On July 1, the controlled 
materials plan for steel, aluminum 
and copper gives way to a Defense 
Materials System, which limits the 
allocation of metals to plants which 
are directly engaged in military 
work. 

Non-defense producers will have 
to buy and sell in a free market. 
Since some of these markets are 
still in delicate balance this means, 
in effect, that the division of steel 
to non-defense users is in the hands 
of the mills. Ben Fairless, chair- 
man of U.S. Steel Corp., recently 
put it this way, “Now it is up to the 
steel industry to prove that we can 
do a better job of distributing steel 
among our customers than the gov- 
ernment has done.” 


Postal Surprises . . When the In- 
terstate Commerce Commission 
opened its hearings April 14 on 
proposals to increase parcel post 
rates, the new bosses of the post 
office department had some sur- 
prises. Besides the 35% increase 
in parcel post, they were also ask- 
ing a 35% increase for catalogs, a 
10% increase for controlled circula- 
tion business publications and a 
general increase for books. 

These increases, totaling about 
$160,000,000, would take the edge off 
the department’s current financial 
crisis, but are not the last that will 
be heard about postal rate increases. 

When he took office, Postmaster 
General Arthur Summerfield inher- 
ited an annual deficit running 
around $660,000,000 a year. His 
new staff of experienced business 
executives expects to trim at least 
$100,000,000 from payroll, transpor- 
tation and other costs in the com- 
ing year, and make additional sav- 
ings as new methods and equip- 
ment are introduced. 

Having said this, however, the 
department's “team” is pretty well 
convinced that general rate in- 
creases, including 4¢ first class, will 
have to come. It seems to be mere- 
ly a question of “when”. At the 
moment, the majority feeling is that 
the increases cannot come until Mr. 
Summerfield is in a position to con- 
vince Congress that he has acted 
resolutely to eliminate complaints 
of inefficiency and poor service. 





The highway and heavy construction 
industry includes road construction and main- 
tenance, large structures such as apartments, 
office buildings, power houses and similar 
projects, and major construction such as dams, 
irrigation canals, tunnels, levees, and other big 
construction projects. 

This huge construction industry is a 
multi-billion dollar market for all types of 
construction equipment, supplies and materials. 
And for over 30 years, CONTRACTORS AND 
ENGINEERS has served as the news magazine 
of the construction industry. 

The big format of C & E, 11” x 15”, gives 
it the big editorial impact — and lends extra 
visibility to your standard size advertising 


plates. Check over your copy of CONTRAC- 
TORS AND ENGINEERS and you'll find that 
it carries more editorial material than any other 
monthly magazine in the fieid. This includes 
more staff written field articles, more pictures, 
more news of new products available. And it 
adds up to a higher proportion of editorial to 
advertising content. 

This editorial leadership has developed a 
consistent advertiser preference, indicated by 
the fact that C & E has for years carried more 
advertisers than any other monthly in the field. 

CONTRACTORS AND ENGINEERS is 
the big magazine in the big construction in- 
dustry. Write for a recent issue and let the 
magazine speak for itself. 








Contractors and 
Engineers 


the NEWS magazine of the construction industry 








470 Fourth Avenue, New York 16, WN. Y. 
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Tool Co., Van Norman Co., Spring- 
field, Mass. 


3. To acquaint the field with a 
company’s complete line. Monarch 
Machine Tool Co., Sidney, O., Lan- 
dis Tool Co. 


4. To show a case history or testi- 
of industrial sales and advertising monial. R. K. LeBlond Machine 
Tool Co., Cincinnati, National Acme 
Co., Cleveland. 

5. To build company or industry 
prestige. Warner & Swasey, Cleve- 
land, Warner & Swasey. 

6. To render a service to the cus- 
tomer by giving information or in- 
struction. Bryant Chucking Grind- 
er Co., Springfield, Vt., Gardner 
Machine Co., Beloit, Wis. 

Miami was the scene of awards 
made for 1952 advertising ‘which 
best states benefits to users from 
buying through industrial distribu- 
tors” by the Joint Advertising Com- 
mittee of the National Distributors’ 
Association and the Southern In- 
dustrial Distributors’ Association. 

Winners in Miami were: 

Yale & Towne, Mfg. Co., Phila- 
delphia, single direct mail piece; 
Carboloy Dept. of G. E., series of 


LAND T OL Beis = t two or more direct mail pieces; 
y G y ——— Parker-Kalon Corp., St. Louis, sin- 
taeeis Tee cCG@mPpanr wateeteces Piuae f gle business paper ad; Jenkins 


Bros., New York, series of two or 
Announcement Ad... This ad in National Machine 7 3uilders’ Association contest more business paper ads; Bristol 
n honors for best describing the outstanding features of a machine tool Co., Waterbury, Conn., manufac- 
turers’ catalog; Armstrong Machine 
Ad t € b be 7 ll Works, Three Rivers, Mich., manu- 
con es Ss rea OR of over facturer’s or manufacturers’ asso- 

ciation house organ. 

Associated Business Publications’ 
awards were made in Milwaukee in 
the 11th annual competition for ad- 
edema ceed :, ® IN SPRING, it seems, the industrial vertising in industrial, professional 


sh arte ohod co eae and institutional publications. [See 
soning = r adman’s fancy turns to winning 78 { Seek at : 
i { nage 78 for first place winners. 
machine Ed : contests. " ott | 
; | io Winners of merit awards were: 


EX-CELL-O pad | Winners have been honored in a 


variety of industrial advertising 








6 REASONS FOR INCREASED GRINDING PRODUCTION 


_ LANDis 00% | 











Industrial distributors, 
machine tool builders, others 
win awards for ieading ads 


4 


Division 1 . . (construction materials) E. L 
» 


; : Bruce C Memphis; agency, Greenshaw 
contests in such far flung cities as & ie ee 
Cleveland, Miami and Milwaukee. Casi simile’ FESER. Picea 
In Cleveland, 12 awards have Portland Cement Assn., Chicago; agency 
been given in six categories in a Roche, Williams & Cleary, Chicag 
contest sponsored by the advertising Division 2 . . (maintenance and service 
committee of the National Machine squipment) American Optical Co., South 
Tool Builders’ Association. Mass.; agency, Sutherland-Abbott 
Winners and categories included: tlas Chain & Mfg 
1. To announce a new machine or a ead eons we 
tool. Winner, Ex-Cell-O Corp. De- 9 ia ane spa apeteieg 
Niles, Mich agency, } 
troit. Honorable mention, Landis Ee ergy eg ee 
Winner .. Ex-Cell-O Corp. won for best Tool Co., Waynesboro, Pa. Division 3 . . (operating equipment) Black 
new-product ad in the annual machine 2. To describe the outstanding & Decker Mfg. Co., Towson, Md.; agency 
tool advertising contest features of a machine tool. Landis Van Sant, Dugdale & C Baltimore. Cin 


A Menibte, Auremeris . ; =e 
- mone ish, Memphis. Detroit Steel Products 


nes and 
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Second only 


to Television 


The liquefied petroleum gas in- 
dustry is second only to televi- 
sion in its phenomenal growth. 
It has increased fuel sales an 
average of 36% a year... 
and boosted its customers from 
2 million to nearly 9 million . . . 
since 1945. And the potential 
market yet to be sold is esti- 





mated at nearly 10 million 





more domestic installations. 


You'll sell more 
at less cost 


by selling the Bulk Plant Operators 





We have subscribers in 4,913 bulk plants in the United 
States and Canada—and they are the volume buyers of 
equipment and appliances in the liquefied petroleum gas 
industry. They buy everything needed in the installation 
and use of L.P. gas—and they buy in quantity. 


Bulk plant operators are the pivot men of the LPG in- 
dustry in their areas. They have heavy capital investment 
in plant and equipment, geared to large-volume sales. 
They promote multiple uses of L.P. gas and push the 
sale of appliances and equipment. They alone have the 
facilities to supply the large industrial plants, motor fleets, 
and agricultural users. 


Bulk plant operators are the source of supply for the 
local bottled gas dealers, providing them with fuel in 
cylinders, with equipment for installations, and with a 
good percentage of domestic appliances the dealers sell. 
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A Jenkins Publication 





JOPLIN BUTANE GAS CO., JOPLIN, MISSOURI 


BUTANE-PROPANE News, with circulation of over 
12,000 every month, is the only publication that gives 
100% coverage of these vitally important bulk plants. 
Compare these figures: 

Bulk piants in the United States and Canada. . 4,913 


B-P News’ subscriptions in bulk plants 
2nd Publication’s subscription in bulk plants. .4,065 


Many bulk plants have more than one subscription, so 
it is apparent that your advertising in BUTANE-PRO- 
PANE News reaches at least 1,000 more bulk plants 
than you can reach in any other medium. 

That’s one big reason why B-P News has carried more 
advertising than the second publication every year for 
13 years. 


@ Write for complete market and circulation facts. 


Butane-Propane News 


Pioneer Publication of the L.P. Gas Industry 


198 S. Alvarado St. 





Los Angeles 4, Calif. 


Why 


It's Your Basic Advertising Buy 


to Sell the 
$9 BILLION 
Forest Products Industry 


1 WOOD & WOOD PRODUCTS gives 
you concentrated coverage of the larg- 
er Operators the 28% who produce 
88% of the total industry output. 

. WOOD & WOOD PRODUCTS is de- 
signed to bring your sales message to 
the TOP EXECUTIVES who make the 
buying decision specify or in- 
fluence the purchase of products, 
equipment or services used in the 
manufacture, processing, handling and 
transportation of lumber, millwork, 
furniture, plywood and veneer, wood 
containers and hundreds of ether wood 
products. 

. WOOD & WOOD PRODUCTS gives 

its readers planned editorial content 
based on actual field research and care- 
ful analysis of trends in each of the 
nine sectors of this tremendous in- 
dustry. 
WOOD & WOOD PRODUCTS edi- 
torial leadership assures maximum 
ADVERTISING READERSHIP, as 
evidenced by advertisers’ reports on 
sales resulting from the superior quali- 
ty inquiries received from WOOD & 
WOOD PRODUCTS’ readers. 

~- WOOD & WOOD PRODUCTS, 
through its circulation policy of “not 
how many, but WHO”, delivers great- 
er buying power for your advertising 
dollar. 

WOOD & WOOD PRODUCTS, 
added to your regular sales force, 
gives you powerful sales coverage of 
the entire Forest Products Industry. 


® For proof of WOOD & WOOD PROD- 
UCTS’ effectiveness, ask for your FREE 
copy of our new Market and Readership 
Study and our latest Market Data File. 


® To sell the Forest Products Industry, 
plan o FULL SCHEDULE in... 


wood 


and 
wood products 


A VANCE PUBLICATION 
139 N. Clark St. Chicago 2, Ill. 


® Phone: Financial 6-5380 
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Shows many employe maga- 
zines rate low in readability 

® NEW YorRK .. Many employe pub- 
lications aim too high to be read 
and understood by all employes. 

A recently completed study, “The 
Measured Effectiveness of Employe 
Publications,” by Assn. of National 
Advertisers, based on 1,800 inter- 
views revealed that of company 
publications studied, “the publica- 
tions were, on the average, written 
at a level requiring at least some 
high school education for facile 
comprehension. By comparison, ap- 
proximately one-third (32%) of the 
employes had had no more than a 
grade school education.” 


Dodge to start new promotion 
service in building field 

® NEW YORK A package-type 
sales kit to be issued by F. W. Dodge 
Corp., construction news and mar- 
keting specialist, will contain liter- 
ature of numerous companies man- 
ufacturing different kinds of home- 
building equipment. 

Among companies who will use 
the kit are American Radiator & 
Standard Sanitary Corp. and Pitts- 
burgh Plate Glass Co., Glass Div., 
both of Pittsburgh, and General 


Bronze Corp., Alwintite Window 
Div., Garden City, N. Y. 

Kits will be sent free to families 
in the 37 eastern states who are 
planning to build homes of at least 
$8,000 valuation for the house alone. 
Names will be supplied by the 
Dodge news staff. 

Advertisers who place their pieces 
in the kit can arrange to receive 
names of persons receiving it for 
follow-up purposes. 

Any type and shape of piece can 
be handled within 8%x11” and 
pieces can be changed to meet 
changing market conditions. The 
client contracts with Dodge for a 
stated quantity and provides the 
material. The pieces will be filed 
for easy reference within the kit, 
but will not be bound so each piece 
may be taken out and studied sep- 
arately. 


Can get along without tariffs, 
say 125 manufacturers 

@ NEW YORK Something should 
be done about existing tariff reg- 
ulations, according to 192 American 
business men, although they differ 
widely as to what should be done. 

The 192 are respondents to a sur- 
vey by Mill & Factory, New York. 

Of the 192 who replied to the 
questionnaire on “What is the At- 
titude of American Industry toward 
Protective Tariffs?”, 35% 
tariffs should be 
think tariffs should be lowered, and 
12% said tariffs should be elimi- 
nated entirely. 

Among those replying, 38°% said 
foreign products compete directly in 
domestic markets with items they 
manufacture, and of those so af- 
fected 64% believe competition is 
eased by federal protective tariffs. 


believe 


increased, 54% 





he casts a long shadow. 
of influence across 
Industrial America coy 
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WILL HIS SPECIFICATIONS 
CALL FOR YOUR PRODUCT? 


The Consulting Engineer works for 


most of America’s greatest firms 


Por example, consider Maurice H. Connell & Associates, 
Inc., consulting engineers of Miami. Services rendered 
include: Investigations ... Reports... Consuttations 
... Designs... Plans... Specifications . . . Supervi- 
sion of Construction. 


For what kinds of projects 


does he spec ifv and bus? 


Ask ‘Truman B. Wayne & Associates, of Houston. In 
the industrially mushrooming Texas-Louisiana Gulf 
Coast area, these consulting engineers provide: Arehi- 
tectural, Civil and Structural Engineering Services . . . 
Business and Financial Studies and Advice... Chemical 
and Product Development... Chemical, Mechanical 
and Electrical Engineering. 

Many of their projects include not only 
specifying and buying of equipment, but the 
final supervision of construction and 
installation! 

Yes—the Consulting Engineer 

exercises buying power of 


enormous importance to you! 





Po win his buyin ipproval. tell 


him your product storys 


CONSULTING ENGINEER is the ONLY 
publication edited for the vital, 

special interests of this profession. 

Through its advertising pages, you ean reach ALL the 
7.600 Consulting Engineers who wield great and grow- 
ing industrial buying power. Ck: circulation is carefully 
controlled, addressed by name and title to individuals 
... in firms pre-selected for the value of projects recently 
completed. 


It’s abig advertising buy-now! So discuss CONSULT: 
ING ENGINEER with your clients (or agency) right 
away. (Rates are suprisingly low!) Listed in SRDS 
Business Publica- 

tions Section and 

1953 Market Data 

Book. Or contact 

your nearby CE Re- 

presentative for 

details. 

(losing Date: LOth 

of month preceding 

date of issue. 


“SELL the Man who TELLS the GIANTS!” 














TF YOU BUILD DR SELL PRODUCTS LIKE THESE. 


Maintenance 
ing in : A, Equipment 1 
‘ retect ten beth . maak. See s 
and Controls Fire f ; Feedwater Air Cleaning Phaon = Deak’ B + aad ag _— 
Treatment and ii taonang orrosion itro ul ling 


What does Industry and Power offer you 
that is unmatched in advertising vatue ? 


SCHEDULE 
THIS MAGAZINE 


try: The level 
rs responsible for Engineere 


Plant Services 
How does 1€P hand-pick the men 
responsible for Engineered Plant Services ? 


There's no magic, no hit-or-miss salesmanship in the 
T&P method. Our cir ion list is hand-pi¢ 
t} rs instaking } 


] 


»d 
rd work 





engineer. 
maintain Engineered Plant Services and Equipment 
lustrated above. 


zoes to the Executives and 
> for delivery within the plant 
iow needed-— of Electrical Energy . 
.. Steam , : sao Hongedl FOR UNMATCHED EFFICIENCY 
né Air...Gas etc. Our readers are also re- @ e 
sponsible for Mechanical Drive Systems...Industrial IN PRE-SELLING MEN WHO 
Waste Disposal...Bulk Materials Handling...and PERFORM THESE JOB FUNCTIONS 


other service jobs. 
‘Jop-quality editorial material further 
selects readers you want to sell... 


With timely, top-notch editorial articles--written 
for tt sutive-Engineer level--I&P again makes 
sure of planned "reader selectivity" 

Thu 111 the men who receive I1&P--and read I&P-~ 


are men who specify and buy--because it's their 
to buy! 





mplete details of Industry a: 


Sing, values, contact your nearby Repre 


ONLY industry and Power HAS 
er one aie PAINSTAKINGLY HAND-PICKED 


ndustry and Powe r ITS ENTIRE CIRCULATION TO 


420: WAIN STAEET- ST. JOSEPH=MICH: SERVE ALL THIS FIELD-ANO 
THIS FIELD ONLY] 


For Executives and Engineers Responsible AY 


for the Engineered Plant Services 














@ Hews 


Some 65% of industries queried 
in the survey believed their prod- 
ucts could hold their own against 
foreign goods if tariffs were abol- 
ished and free trade were estab- 
lished. 


25.000 to attend 
materials handling show 
® PHILADELPHIA . . Some 25,000 vis- 
itors from 40 countries are expected 
to attend the Materials Handling 
Exposition in Philadelphia May 18- 
pa A 

Three hundred companies will 
exhibit and more than $10,000,000 


Te, 
 tserieneal cae ; 
Serving ,| 12000 he 
Goes into | your 22! 
ie 





You’re sure of satisfac- 
tion when you work with 
Heinn, creator of 12,000 cus- 





worth of equipment will be shown 
in operation. Some companies plan 
to send “teams” of as many as 20 
men to cover the show and demon- 
strate their equipment. 


tom-designed sales developers. 
Leaders in your own industry prob- 
ably use Heinn Loose-Leaf Binders. 
Most sales-minded executives know 
that Heinn-designed catalogs and 


GE employe suggestions 

hit all time high in 1952 

® DETROIT . . Some 64,909 employes 
of General Motors Corp. . . the 
highest per cent in any one year . . 
participated in the GM employe 
suggestion plan during 1952. 

The 64,909 employes turned in 
144,890 suggestions, of which 33,863 
were adopted by the company. 
Awards received by employes for 
the adopted suggestions amounted 


sales manuals have the power to 


make the buyer 
look ... so you 
can make the 
sale! It’s simpli- 
fied selling —a 
means of keep- 
ing all material 
up to date and 
in sequence. You 
deserve to know 
the whole story 
behind Heinn’s 
promise: lowest 
operational cost 


to $1,678,372. The number of em- ; np per unit per 


"7 
"rags ‘On14, year. 


ployes participating, the suggestions ‘ e 
. Supp Tig 
Mey, % 


made and adopted and the rewards 
set new records. 

In the past 11 years, GE employes 
have submitted 944,778 suggestions, 
of which 217,013 were adopted, and 
for which they received $9,232,540. 
The maximum award for adopted 
suggestions is a $2,500 U. S. Savings 
Bond. 


Representatives in 
Principal Cities 


Industrial distributor sales Ee | Ni N a 
drop 3.9% in 1952 vee Originators of the Loose-Leaf System of Cataloging 


® NEW York .. Industrial distribu- 
tors expect 1953 sales to equal or 
possibly exceed sales for 1952, al- 


0 ee ee ee EE SS Se SS OF OD OF OF OD OF OF OF 8 OE OS OF Oe Oe OD Oe OD OD Oe Oe Oe Oe Oe Oe Ge Oe Oe Ge Ge Ge Oe Oe oe ee a 
THE HEINN COMPANY M. if This 

y 322 W. Florida St., Milwaukee 4, Wis. Al 

though sales last year dropped 3.9% C. on 

from the 1951 high of $4.1 billion, ou 

according to the seventh annual 

survey made by Industrial Distri- 

bution, McGraw-Hill publication. 
Last year’s drop was due primar- 

ily to the steel strike and some 

slackening of defense production, 


information, please. 


(0 Catalog Covers (0 Salesmen’s Carry-Cases [(] Salesmen’s Binders 
( Proposal Covers CJ Price and Parts Books (_] Plastic Tab Indexes 
CD Easel Presentations ([_] Acetate Envelopes (] Sales-Pacs 

C) Sales and Instruction Manuals 
NAME TITLE 
COMPANY 
ADDRESS 


CITY 











according to the survey, which in- 


STATE 











In plants and offices the country over, 
Ceramic Bulletin is considered a_ top 
source of current authoritative informa- 
tion. Because articles in C. B. are 
written by outstanding ceramists in every 
segment of the market, each issue re- 
ceives a thorough reading. And in all 
offices, back issues of C, B. are carefully 
filed for re-reading and constant refer- 
ence by all in authoritative positions. 
Ceramic Bulletin is a business paper and 
reference source that is read, re-read and 
retained in the offices of the decision- 
makers of the glass, whitewares, refrac- 
tories, porcelain enamel, structural clay 
products, cements and abrasive fields, 
all members of the American Ceramic 
Society. Make it a point to include 
Ceramic Bulletin in your advertising 
budget. Give your sales message a 
chance to be seen time after time after 


time! 


eCramic 


* Pulletin 


the american 
ceramic 
society 
bulletin 





The American Ceramic Society Bulletin 
2525 North High Street @ Columbus 2, 
Ohio 
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(jm) NEWS 


dicated that but for these factors 
industrial distributors’ sales may 
have exceeded those of 1951. 
Inventories for 1951 were down 
6.3°,, invoices billed dropped 1.9% 
and amount of each invoice billed 
dropped 1.6%, the survey indicated 


New industrial marketing 
service begun by George Black 
@ NEWARK A new public rela- 
tions advisory service, including ad- 
vertising and marketing, geared to 
the needs of moderate-size manu- 
facturing companies is being 
launched in April by George Black. 
director of public relations, Cooper 
Alloy Feundry Co., Hillside, N. J 

Mr. Black, who is secretary- 
treasurer of the National Indus- 
trial Advertisers Association and 
author of a book, “Planned Indus- 
trial Publicity,” said that his serv- 
ice will provide the over-all plan- 
ning and objective counseling that 
is usually available only to com- 
panies that have advertising budg- 
ets large enough to attract the serv- 
ices of major agencies. 

He emphasized, however, that his 
services will in no way compete 
He be- 


lieves that most agencies, once they 


with advertising agencies. 


understand what he is attempting, 
will welcome his activities. 

Mr. Black will offer three serv- 
ices: (1) 
advisory service covering publica- 


basic counseling . an 


tion and directory advertising, di- 
rect mail, exhibits, public relations, 
dealer relations, sales training, sales 
promotion and publicity, (2) or- 
ganizational counseling aimed at 
simplifying and systematizing op- 
erations conducted by the adver- 
tising and related divisions of a 
company and (3) planned publicity 
geared to sales needs 

Boiled down to essentials, this is 
a master written plan for integrat- 
ing all of a company’s marketing 
functions. Fee will be based on 
time required to prepare the plan, 
probably a minimum of $1,000. If 
retained as counsellor, the master 
plan will be part of the over-all 
counselling fee, which will vary 
with the job but should average 
about $200 a month. 


Cost of operating the publicity 


program, or of handling directly 
any of the activities recommended 
in the master plan, Mr. Black said, 
will be negotiated separately. 


Market research can aid 
product design .. Fitzsimmons 
@ cHicaco . . Market research can 
aid industrial product design, as 
well as help industrial advertising 
departments, according to J. F. 
Fitzsimmons, manager, commercial 
research department, Allis-Chal- 
mers Co., Milwaukee, told the Chi- 
‘ago chapter of the American Mar- 
keting Association. 

Market 
sawmill equipment was not being 


research to learn why 
sold in the East and South showed 
that equipment being manufactured 
was designed for the heavy lumber 
industry of the Northwest and was 
too massive for other areas, Mr 
Fitzsimmons said. The research re- 
sulted in a new product design 
adapted for the East and South. 
with a resulting upswing in sawmill 
equipment sales. 

In another case, the speaker told 
of an advertising campaign already 
under way in which quietness and 
efficiency of operation of a partic- 
ular kind of equipment were em- 
phasized 

“Investigation by market research 
showed the equipment was in use 
in crowded railroad yards where 
quietness was hardly an important 
factor,” he said. Changes in ad- 
vertising copy were made quickly 

Mr. Fitzsimmons believed it is 
better to use research people for 
actual research than it is to use 
salesmen or product men. 

Salesmen must keep customers 
happy. he said, while product men 
may be defensive. The research 
man, accepted as such, is more like- 
ly to get objective information, he 
explained 

Mr. Fitzsimmons listed these sug- 
gestions for market research men 
(1) the research that shows unfa- 
vorable results can be as valuable 
as that which shows favorable re- 
sults, (2) in industrial research 
personal calls are better than letter- 
questionnaires, (3) it is not how 
many noses you count but whose 
noses you count that is important 
and (4) market research in the in- 
dustrial field is primarily a matter 





Readers were asked: ‘‘WHERE DO YOU WANT IT?’’ 


HERE, it’s hard for him to 

concentrate. A production ex- 

excutive is constantly being pray meee 

interrupted by telephones and BUT HERE, in the relaxed atmosphere of his home, he opens 
important visitors. There are his TOOL ENGINEER and reads it through. Your advertise- 


always “must” duties which ment, properly presented, will be read and acted upon by this 


get his priority. Even if he man, a key factor in influencing purchases. 


should be able to get through 
a magazine as far as your ad- 
vertisement, can you be sure 
he will give it the attention it 
deserves ? 


88°% OF PURCHASES of manu 


facturing equipment and processes 
are initiated by the tool engineer in 


plants having over 5,000 employees 


ABC CIRCULATION —- almost 25, 


000) members of the ASTE, key 
; : men in influencing purchases 
iPiyid | ADVERTISING INCREASE — lec 
ALL trade monthlies in 1952 with 
| 3 ' tc ot ool 


61% gain! 


Publication of The American Society of Tool Engineers 
ASTE Building, 10700 Puritan Avenue, Detroit 21, Michigan 





























marketing tools 


to speed the movement of your 


product and prospects toward each other? 


Does your use of marketing tools call for moving your product tow ard 
the buyer by means of publication advertising; dire ct mail; sales calls? 


Of course it does! 





But does your marketing plan also call for moving the buyer 
toward your product by anchoring adequate product information 
at his elbow, so that he can figure out, fast, that your salesman 
is the man to call? 

If you look at marketing as a two-way street, you will recognize 
that all the while you are trying to find hot prospects . 
these prospects are trying just as hard to find products like 
vours. It follows that’ when you use the powerful combination 
of good selling promotion and good buying aids, you speed the 
process of bringing ' ‘ready” prospects and your salesmen 
together. Today, 1,480 manufacturers use Sweet's services 
in this connection. The Sweet's man in vour area may be able 
to give you some useful ideas. 

“The easier you make it for people to buy your products, the easier they 
are to sell!” 


iy 

| Sect FREE: Pocket-size booklet, “How to Improve Marketing 
pon Efficiency through Improved Catalog Procedure.” 

HUNG Write Dept. 3, Sweet’s Catalog Service, 

| PROCtbRE | 119 West 40th Street, New York 18, New York 


Sweet's Catalog Service 


Division of F. W. Dodge Corporation 

Designers, producers and distributors of manufacturers’ catalogs 
for the industrial and construction markets. 

119 WEST 40TH STREET, NEW YORK 18, NEW YORK 
Boston Buffalo Chicago Cincinnati Cleveland Detroit 


Los Angeles Philadelphia Pittsburgh St. Louis San Francisco 
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You'll sell more equipment to the 


when you gel the" yes” 
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Proof that the Civil Engineer wants your product 
data is the fact that a recent issue of CIVIL EN- 
GINEERING pulled 36,715 information requests. 


cA pushy) = 
SS ENGINEERING 


The Magazine of Engineered Construction 
Published by 
1] the American Society of Civil Engineers 
33 West 39th Street, New York 18, N. ¥. 
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im NEWS 


of getting out, getting the informa- 
tion and relating it to the problem 
Manufacturers’ sales lines 

full of holes, says Yeck 


® CLEVELAND . . Most manufacturers 
have sales machinery lines that are 
full of holes, John D. Yeck, partner, 
Yeck & Yeck, told the Cleveland 
Advertising Club at its March 
meeting. 

Mr. Yeck said that while most 
manufacturers efficiently operate 
their “big, important looking (sales) 
machinery,” they have neglected 
their “marketing machinery.” 

“Advertising,” he said, “is a labor- 
saving machine that saves money 
for a company . . helps a salesman 
to produce more in an hour by do- 
ing part of his work for him. It’s 
really marketing machinery, de- 
signed to produce a sale cheaper 
than the man could produce alone,” 
Mr. Yeck declared. 

What’s missing? . . things to pep 
up the wholesaler’s salesmen, put 
point-of-purchase displays in the 
dealer’s store instead of the dis- 
tributor’s storeroom, or to remind 
customers that the company is still 
interested in them. 

Mr. Yeck said the answer to miss- 
ing sales machinery is “intelligent 
direct mail.” Pointing out that the 
average salesman spends about 15° 
of his time talking to prospects, Mr 
Yeck calculated that direct mail 
which would select prospects could 
cut sales costs appreciably 


Advertiser Changes. . 


Robert L. Greason . . has bs 


Walter T. Johnson . . ha 


Dr. Peter P. Alexander and Louis W. Davis 
: ee ee oe ee of the 





in 1929, World 

Oil’s publisher 
compiled the first Composite Cata- 
log of Oil Field and Pipe Line Equip- 
ment. Now internationally known, 
the current edition has 5,300 pages 
with catalog data on 519 companies 

More than 11,500 copies of Com- 
posite Catalog are distributed-—to 
men who control 98% of the indus- 
try’s buying power. The catalog can 
be obtained only upon specific re- 
quest by oil companies themselves 
for their buying personnel 

Following each edition of Com- 
posite Catalog, a master “Identifi- 
cation of Buying Power’ list is 
compiled. This bound volume shows 
names and titles of buying power 
personnel among more than 2,000 
oil companies, independent opera- 
tors and drilling contractors. This 
list is not for sale or public distribu- 
tion. It is not available through any 
other oil publication. But to check 
these 11,500 names against buyers 
you know, ask a World Oil repre- 
sentative to show them to you 

You can reach these known buyers 
first through monthly World Oll 
Yes, 9307 of these men with 98% 
of the industry’s buying power are 
World Oil readers! And 7.500 read 
no other oil paper. 

Specialized World Oil is first in 
buying power coverage, first in oil 
producing circulation. Make it your 
first choice in advertising to this bil- 
lion dollar a year industry 


FIRST 
in 
advertising 


aL YI vole 


in oll FIRST 
producing in 
circulation editorial 
qualtty 


Write for current Market Data Book on selling this gigantic Oil 
Producing-Pipe Line Market. Address Sales Promotion Dept., P. O. Box 
2608, Houston 1, Tex. 


She Hod Largest MANUS Siblishers 


GULF PUBLISHING COMPANY 


OFFICES 
@ Houston (6), 3301 Buffalo Drive, LYnchburg +501 
@ New York (17), 250 Park Avenuc, El Dorado 5-4012 
@ Chicago (4), 332 S. Mich. Ave., Wabash 2-9330 
@ Cleveland (15), 1010 Euclid Ave., Main 1-2440 
@ Tulsa (3), Hunt Building, 35-1844 
@ Los Angeles, W. W. Wilson Blde., Huntington Park, Jefferson 1219 





97% Coverage! 


97% of the Meat Packing Industry 
° production volume is done by 
the readers of the PROVISIONER. 


BUSINESS DECISIONS any times 
daily are based on PROVISIONER edi- 
torial and market information. No other 
single source gives such extensive and 
dependable information. 


EDITORIAL DOMINANCE — cixty- 
two years of service to the Meat Packing 
field qualifies us as the “one-stop” service 
the Voice of the Meat Pack- 
ing Industry. And, the PROVISIONER 
has an 85% renewal rate! All subscrip- 
tions are for ONE year only. 


publication 


A PARALLEL CYCLE ame §2 «mes a 
year, the industry completes a live-stock- 
to-consumer-sale cycle. 52 times a year 
the PROVISIONER brings the news to 
this industry which it must have for the 


most profitable operation, 


FOOD FIELD EQUIPMENT can be 
sold to this sifbstantial market, and The 
NATIONAL PROVISIONER will do a 


better selling job for you. 


CALL OUR REPRESENTATIVE jn your 


area or write for complete information 
on how best to develop this vast market 


for your product or service. 


© 


TIONAL 
o @ 


Leading Publication in the Meat Packing ond Allied ind 


15 WEST HURON ST., CHICAGO 10, ILL. 


New York 17 — 18 East 41st St. 
San Francisco 5 — 625 Market St. 
Los Angeles 5 — 3727 W. 6th St. 
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Louis J. Ott. . ha 


iT jeneral 
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sing manager, American 
‘ilter; Sam K. Wilson, advertising de 
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B. F. Goodrich Chemical Co. . 


ced promotions 


man 
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Mr. Wolff, former 
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Agency Changes. . 


J. C. Nofziger . . has 


iverising oervl 


Benham Advertising Agency . 


phia, nas peen namea ina 


Reginald L. Dellow . . ha: 
Detroit advertising agen 
media and market research 

Charles W. Moore . . has been named di 
rector of the industrial marketing depart 
established by S. W. Wilker 


I 


n, Philadelphia research 


Henry A. Loudon . . Boston advertising 
agency, has been appointed 
Transistor Products, 


ifacturer. 


Seymour Edwards . . has joined the New 
Y flice of Fuller & Smith & Ross as 

int executive assigned to 
ivision 


se Electronic Tube [ 


Ray Holme. . has formed his own agency 
Ray Holme tising Service, Bethle 


r the past 28 years, Mr 
hief of the advert 


Reincke, Meyer & Finn 
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MACHINERY 
gets in! 


WHERE YOUR SALESMEN CAN’T 


Buying power in the metalworking industry is highly con- 
centrated. For example, 13% of the plants account for fully 
79% of the purchases. 


Purchasing authority in each plant is also concentrated. 
Purchases are influenced by a group of engineering and 
manufacturing specialists, working closely together. .Sales- 
men can’t get to them, as a group. Nor as individuals, be- 
cause most are inaccessible. 


But MACHINERY gets in! We deliver a personal copy into 





their hands by means of our Directed Distribution Plan. 


Here’s how Directed Distribution works: our continuing 
census in these plants shows us where the purchasing power 
is. When one of these men is not a subscriber to 
MACHINERY, we send it to him. In this way MACHINERY 
reaches the “inaccessibles”. 


Twice a year we ask these men, “Do you want to continue 
reading MACHINERY?” 95.4% request renewal. That 
means your advertising gets in, too! Twenty per cent of 
MACHINERY’s total circulation is Directed. 


As to MACHINERY’s Paid circulation—no club, no bulk 
subscriptions, no free premiums. Our salesmen concentrate 
on executives who do you the most good. MACHINERY’s 
authoritative editorial content keeps them sold. 


Both plans, Directed and Paid, team up to concentrate 
your advertising—right where the buying power is concen- 
trated. This means low cost per page...per sale. 





calles 


OVER 62% 


OF MACHINERY’S " seine me 
concentrated amo nufacturers of As- 
CIRCULATION sembled Metal Pea Equipment and Ma- 
chinery (Classified in ABC and CCA Audits). 


OVER 86% 


OF MACHINERY’S 
CIRCULATION is concentrated in the first three categories of 


the ABC — CCA Audits — the biggest buyers 
of metalworking equipment. 


OVER 72% 


OF MACHINERY’S j, addressed to metalworking executl 
GUT. «Suen, rant vested tar te as eee 
authorities. 


ACHINERY 


Published by The Industrial Press 
@® 148 Lafayette St. New York 13, N. Y. NB P. 
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ad in The Wa 


ary fifteenth we ran a full Page 
ll Street Jour 


Nal about Our book 
YOUR RUGGED CONSTITUTION in *mPloyee-employer 
relations Programs, 


A smal] Coupon was included, 
The aq has ulled terrifically, Within a 
few days Coupons were received from S@veral 


hundred American °°rporations, Many of the 
rank in Size, three weeks 
ad appeared, we are sti)} receiving Coupons ang 
dollar bills, 1roughout this Period, our New 
York representat ive has been SWamped with 
telephone Calls, 

The respon 
we are now 
times Over 


first 
Even now, after the 
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Media Changes. . 


Power Engineering 


I eer tar 
vombination rates 
emain in effe 
Plant Engineering 


He 


105 


t 
a 


$50 extra per 
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Here is the market .. . 


The Electric Power Industry 
will spend $3,500,000,000 


for expansion in 1953 


These are the buyers... = 


There are 14,500 KEY MEN 
who direct 


the power industry 


— Flectric Light 
‘and Power 
: the ONLY magazine 
serving the 
Electric Power Industry 


EXCLUSIVELY 


1836 Euclid Ave., Cleveland 15, Ohio 
101 Park Ave., New York 17, N. Y. 
22 East Huron St., Chicago 11, Ill. 
West Coast—McDenald Thompson 
San Francisco—los Angeles—Seattle 





tagandlans of title 
Mill&Factory serves the men your 


AAAAARR 


CHIEF ENGINEER SUPERINTENDENT VICE PRES. GEN. FOREMAN PRESIDENT | MASTER MECHANIC WORKS MGR. 


AAAAAKR 


PROCESS ENGINEER PLANT ENGINEER SUPERVISOR CHAIRMAN OF THE BD. FOREMAN MECHANICAL ENG. = GEN. MGR. 


AS FAR AS BUYING INFLUENCE IS CONCERNED 


thoy all Look alike 


ON THE FIRST CALL 


You can’t tell when you make the first call on any plant—or from 
lists of plant executives— who the men are whose “yes” means an 
order for you. You have to call again and again—the way your 
salesmen do—before you find out who swings the weight. For titles 
mean nothing — and the buying pattern in practically every plant 
is different. 


TO GH) A CONOVER-MAST PUBLICATION 
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salesmen must see to sell! 


CIRCULATION BUILT BY 
INDUSTRIAL SALES ENGINEERS 


MILL & FACTORY is the only 
magazine serving general 
industry that uses industrial 
sales engineers like yours to 
build its circulation — men 
who have found out from con- 
tinuous personal contact the 
names of the executives in 
each plant they must see to sell. 








1,645 INDUSTRIAL SALES ENGINEERS MAINTAIN 
MILL & FACTORY CIRCULATION 








Because of MILL & FACTORY’s unique circulation method, it has 
an exceptionally large readership among the men contacted by 
your salesmen that is available in no other one industrial magazine. 


Note MILL & FACTORY’s high proportion 
of unduplicated readership: 


of MILL & FACTORY 
readers do not read 


FACTORY 


of MILL & FACTORY 
readers do not read 


PLANT ENGINEERING 


of Milt & FACTORY 
readers do not read 


MACHINERY 


of MILL & FACTORY 
readers do not read 


MODERN INDUSTRY 





In contrast to MILL & 
FACTORY’S high propor- 
tion of unduplicated 
readership, the McGraw- 
Hill 18-company survey 
shows the average dupli- 
cation between the first 
and second publications 
in 9 major markets is 
44%. 


of MILL & FACTORY 
readers do not read 


IRON AGE 


of the readers of the Ist 
Business Paper do not 
read the 2nd paper. 


of Milt & FACTORY 
readers do not read 


AMERICAN MACHINIST 





205 EAST 42nd STREET * NEW YORK. 17, N.Y. 
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in CANADA if you 


sell industrial 


plant equipment 


to a horizontal 


market... CIEN | 
was made 


for YOU 


No other Canadian industrial publica- 
tion offers you as many live prospects in 
all classes of industry. 

CIEN has more industrial equipment 


advertisers in regular issues than any 


other Canadian publication. 
Ask the CIEN 


region about the big field for industrial 


representative in your 


equipment sales in Canada, or write head 


office, Gardenvale, Que. 


ot $ Villa Drive 
Mich Lloyd G. Saulter 
. Boston 8; H. ¢ 


Atlanta, Ga.: L. O. ¢ 
Birmingham, 
858 Kirkshire Ave 
W hiteley SO Beacon St Chicago 4: 
G. C. Hooker & R. H. Irvine 0 est Jacks 
Boulevard Cleveland 14: M. H. Pierce 
i Super ve Detroit 35, Mich.: 
LD L. Prout 115 Handy Road Indianap- 
olis 20, Ind.; M. Graham LeVay, $909 N 
( tord Ave Kalamazoo $, Mich.: George 
N. Boyles, 4 Potter St Los Angeles 1 
A H. Haurin Jr., 6000 Miramonte Blvd 
Maywood, IIL: ¢ H. Holden, P.O. Box 
Minneapolis, Minn.: Jack Campbell, P.O 
Box 45% New York 1 Howard Ely 
Thomas Publishing Cx 161 Stl Ave 
New York 11: L. Bentley, 200 W. 16th St 
Philadelphia; G. Park Singer Jr, Uppe 
Darby P.O. Box 9 Pittsburgh 22: G. H 
Scoltock J G. I Mayer Jr ( I Mugnani 
02 Farmers Bank Bldg Western Springs, 
Ill.: ¢ A. Burton, 4713 Woodland Ave 
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A review, by business paper editors, of industry conditions 


that may influence industrial marketing procedures. 


Engineering construction boom 
will continue into 1953 


By William H. Quirk, Contractors & Engineers; Edgar J. Buttenheim, American City; Arthur 
K. Akers, Public Works; Robert K. Lockwood, Civil Engineering: R. W. Whitaker, Jr., 
Western Construction, Gordon L. Anderson, Associated Construction Publications and, 


Elsie Eaves, Engineering News-Record. 


@ THE ENGINEERING CONSTRUCTION 
industry boom is continuing strong- 
ly into 1953, with good prospects for 

For the first 
1953, 
higher than for the 


Construction 


another record year. 


three months of contract 
awards were 
same period in 1952 
war 


backlogs from the years are 


far from exhausted. Increasing 
population growth will be felt in a 
continuing demand for all types of 
construction housing, schools, 
hospitals, highways, water, sewage, 
power plants, etc. 

Costs appear to have leveled off 

prices, 
although 
develop in 
Con- 
struction materials, including steel, 
Cement 


shortages may be felt in a few parts 


even with decontrols of 


wages, and materials, 
slight 


lumber, 


increases May 


steel, and cement. 


should be in good supply. 


of the country where production has 
not kept pace with the demand for 
Keen 


contrectors 


concrete construction com- 


petition among should 
help keep costs down 

New construction techniques are 
being developed to do 


These 


lift up and tilt up slabs, 


constantly 
a better job and cut costs. 
include: 
concrete 


precasting elements of 


structures in assembly-line  tech- 
nique; thin-slab work; prestressed 
concrete; new types of foundations, 
etc WILLIAM H. QUIRK, editor, Con- 


tractors & Engineers, New York. 


Modern Public Works .. The 


municipal contribution to the en- 
gineering construction market con- 
sists of street paving, sewers, water 
and sewage plant expansions, park 
and 
and fire 


improvements, advances in 
traffic 
These capital improvements totaled 
$1.7 billion in 1952 with a backlog 
of $3.8 billion of work needing to 
be built The 1953 
expectation is $2 billion of works 
constructed out of a backlog now 
amounting to $4 billion. These con- 
stitute the principal capital expen- 
ditures out of a total annual muni- 
cipal budget of $8 to $9 billion. 
The question agitating many busi- 


control protection. 


in these fields. 


nessmen is what would happen if 


close to full production becomes 


available for domestic civil con- 


sumption? Can public works make 


difference between present 


Two 
projects alone could add up to $10 


up the 
demand and warless demand? 


billion with comparatively little cost 
to taxpayers. One is the elimina- 
tion of garbage by the citywide in- 
stallation of food waste disposers 


The 


business-district values through the 


second is the restoration of 
proper organization of traffic flow, 
parking and garaging, and _ public 
transit EDGAR J. BUTTENHEIM, pres- 
ident, American City, New York. 


Outlook Excellent . . In the public 
works field the outlook can only be 
summarized as excellent. 


. The U.S. Conference 


Airports 





YEARS DEVOTED TO INCREASING 
THE BUYING POWER OF YOUR 
INDUSTRIAL ADVERTISING DOLLAR 








1933 


To increase 

the efficiency of 
industrial marketing, 
INDUSTRIAL EQUIPMENT 
NEWS published the 


first business paper © 


confined to PRODUCT 


news and information. 


IEN gratefully 
acknowledges the 
recognition of more than 
1,100 advertisers now 
giving IEN the LARGEST 
NUMBER OF ADVERTISE- 
MENTS per issue in any 
business, monthly, 


weekly or daily. 





we What's New J s- 16 PAGES 
<< 7 159 New Product 
Descriptions 


10010] ¢ Mreltsialelthilela 


No advertising 
solicited or 

accepted until 
January 1934 


INDUSTRIAL EQUIPMENT NEWS MAY 
ees = 


MAY 
. 120 PAGES 
275 New Product 
Descriptions 
88 Product Literature 
‘and, Descriptions ° 
75 Product News . 
olate Me alielduilehilela 
810 Advertisements 
62,000 distribution... 
92% by reader 
request... 
91% indicated use 
for buying references. 





Sell your product 


“Se, aed 


MARKING PENCIL 


SELLING THE 
GROCERY TRADE? 


Everyone in the grocery trade knows and 
uses Listo! Thousands of markets from 
super markets to small stores use Listo 
te price everything in their stock. Make 
their pricing time your selling time with 
Imprinted Listo Pencils. 


‘a 


SELLING THE 
HARDWARE FIELD? 


Listo writes on everything! Glass, 
metal, wood, paper, cellophane —to 
name a few. Hardware dealers de- 
pend on Listo for marking all their 
merchandise. Give them the premium ( 
they'll use... Imprinted Listos! 


Wales on Eveuything 


SELLING THE 
DRUG MARKET? 


Cosmetics, sundries and proprietaries are | 
just a few of the many surfaces for 
Listo’s clear, easy-to-read prices. For less | 
than 25¢ your sales message will be read 
1000 times a day... for months, with 
Imprinted Listos! 


— 


WRIGHT'S SILVER CREAM 


America’s Largest Selling Silver Cieaner 


EXTRA HEAVY LEADS THAT 
WON'T BREAK OR FALL OUT 


Only Listo has the patented "'Grip- 
Type Sleeve’ which prevents break- 
age, keeps leads from falling out. 


IN 6 COLORS 
BLACK GREEN BLUE 
BROWN RED YELLOW 
©1953 
Se eee cama me eos cn es a eo me come comme om com ee 
LISTO PENCIL CORPORATION 
Dept. 1.M., 1925 Union Street 
Alameda, California 
Gentlemen: 
Please sond me ful! details on how we can put 
listo Imprinted Marking Pencils to work for us. 


NAME 





COMPANY 
ADDRESS 
city STATE 


TS 
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of Mayors is pressing Congress for 
the 2,232 new municipal airports and 
improvements to 2,583 existing ones 
needed in the next three years. 
State highways . . both Federal Aid 
funds higher than 
ever before. Municipal and county 
roads . . About the same as 1952. 
Toll roads . . 
in number. Notable new ones are 
the New York Thruway and the 
Ohio and West Virginia Turnpikes. 
Construction machinery . . with the 
release of steel should have a good 
year. Water works . . construction 
promises to be up again, with costs 
at about the 1952 level. 
Sewerage and industrial 
disposal . . Most authorities expect 
sizeable increase in new planning 
and construction over 1952, at costs 
ARTHUR K. 


and state are 


continue to increase 


wastes 


very stable 
AKERS, director, advertising & re- 
search, Public Works, New York. 


nearly 


Optimism High . . Optimism runs 
high among those engaged in the 
construction industry. Governmen- 
tal and private forecasters look for 
the dollar volume of new construc- 
tion to remain about level with or 
slightly higher than 1952’s 
$32.3 billion volume. Early reports 
substantiate these forecasts with the 
first quarter volume of 1953 at $7 
billion, or more than $400,000,000 
ahead of last year’s first quarter. 
It is interesting to that in 
March, private construction volume 
exceeded seasonal increases while 
increases in public construction 
were less than expected. Add to 
this the $10 to $11 billion expected 
volume of maintenance and repair 


record 


note 


construction and it is easy to under- 
stand the pleased expression on the 
faces of the nation‘s builders. 
ROBERT K. LOCKWOOD, associate edi- 
tor, Civil Engineering, New York. 


Fairly Stable Future . . The post- 
war backlog remains 
virtually the West. 
Natural migration trends and war- 
time industrial stimulus created 
tremendous purchasing power. As 
a result, and with population still 


construction 
unrelieved in 


increasing, there has now come a 
justification for industrial expan- 
sion in the basic and heavy manu- 
facturing fields, as distinct from the 
field of consumer services. The con- 


struction industry, therefore, must 
meet the demands not only of an 
increased population but also of a 
“superimposed” industrial economy. 

Western public works programs 
are now active because of demand, 
but in poorer times they would be 
continued as pump-priming meas- 
ures. The construction industry 
therefore faces a fairly stable fu- 
ture, whether or not private indus- 
trial and housing construction con- 
tinue at their present levels. . . r. w. 
WHITAKER, JR., executive editor, 
Western Construction, San Francis- 


co. 


Toll Road Development. . Prob- 
ably the most significant develop- 
ment of the past five years in engi- 
neering construction from a public 
project standpoint has been the 
turnpike or toll road. It offers not 
only a tremendous construction po- 
tential but an answer to our per- 
plexing road building program as 
well. 

Such construction, now expanding 
close to the $1 billion mark is an 
engineer’s dream, for it challenges 
both the imagination and the skill 
and demands the most advanced 
planning and construction. In its 
beginning stage now, it will, in the 
next ten years, rival the great road 
construction program of the 1920's 
in mileage and multiply the invest- 
ment several times. . . GORDON L. AN- 
DERSON, secretary, Associated Con- 
struction Publications, Minneapolis. 


Construction Breaking Records 
Engineering construction is 
breaking its own records as _ it 
swings into high gear for the sec- 
ond quarter of 1953. Recorded con- 
tracts last year topped $15.7 billion, 
including $2.3 billion for atomic 
energy plants. In the first 16 weeks 
of this year they top $4.9 billion, 
28% above last year. 

The big bulge in this year’s heavy 
curve 


construction from: 
commercial building, up 84%; pri- 
vate mass housing, up 52%; indus- 
trial building, up 29%; bridges, up 
171%; highways, up 16% and sew- 
erage up 59%. These long leads 
will close up some as 1953 advances, 


comes 


but another record year is assured 
ELSIE EAVES, manager, 

news department, Engineering 

News-Record, New York. 


business 
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Advertisers in the FIRST Issue 


Of the 17 display advertisers in the first 
issue—Januvary 1906—9 out of the 10 
still in business are selling in 1953 
through MACHINE and TOOL BLUE 
BOOK. 








400 page or more 
monthly magazine 





Now No. 1 
among metalworking monthlies 


and in 10th place 
among ALL industrial publications 
in total 1952 advertising volume 





Here are the Values that Make 


MACHINE and TOOL BLUE BOOK 
Right for Readers and Advertisers 


@ Editorial content of the “know how” type. 
Every paragraph must pass the test of ‘will it 
help the reader.” Here is powerful reader in- 
terest proven many times through readership 
surveys. 


@ High pass-along circulation—a monthly reader- 
ship exceeding 141,000 among metalworking’s 
top production manageinent men. 


@ 40,000 copies every month. CCA audited. 


@ More than 95% personalized. You can be sure 
that every man on our list WANTS the BLUE 
BOOK. 


@ Pioneer publication in controlled circulation. 


@ First metalworking publication whose circula- 
tion is regularly verified by Western Union. 


@ First pocket-size publication for the Metalwork- 
ing Industry. 


@ Square back—opens flat. Easy to read and use. 


@ Special type binding—SEWED—same as a $4 
book—more durable-—more flexible. Permits use 
of 7x 10” plates as unbroken spreads. 


@ Among the first industrial publications to pay 
agency commission. 


@ Lowest cost per thousand. Produces results for 
advertisers. 


MACHINE and TOOL BLUE BOOK 


HITCHCOCK PUBLISHING CO. WHEATON, ILLINOIS 


Hou more than ever- The Readbook of the Metalworking Industry 





Materials & Methods 


is the only magazine 

edited exclusively 

for the materials specifier 
...Whether he's an engineer, 


designer, production man, 





A REINHOLD PUBLICATION: ABC ABP 


330 WEST 42ND STREET, NEW YORK 36, NEW YORK 








Playing cards and a contest 


boost lift-truck battery sales 


How one company merchandised a very thorough sales story 


® TWO YEARS AGO gas-powered lift 
trucks were outselling electric bat- 
tery-powered trucks seven to one. 

A year later the ratio dropped 
to two to one. 

That's the picture given by Ro- 
land Whitehurst, vice-president of 
sales, Electric Storage Battery Co., 
maker of Exide batteries. The com- 
pany takes much of the credit for 
the drop in the ratio because of the 
company’s campaign to overcome 
sales resistance to battery-powered 
trucks. 

Here’s what Electric Storage Bat- 
tery did: 

First, a list of 
equipment 


objections to 
battery-powered was 
from sales reports and 
Some 30 different 
objections were listed. 

These 30 objections were aug- 
mented by 54 more, which came 
from a contest conducted by mail 


compiled 
correspondents. 


among 1,500 salesmen who repre- 


sented manufacturers of battery- 
powered equipment. 
The salesmen who submitted the 


eget 
Bo- 


36. Ours is a gas fork truck applica- 
tion because: The floors of highway 
truck trailers will not stand the weight 


of loaded electric trucks. 


The Customer Says No... Decks 


} d 


Un one side i eacn 


best lists of 10 objections and an- 
the 


cash 


swers to objections were 


awarded and made 
members of Exide’s “Yes-But Club” 


promote in- 


prizes 


an organization to 
terest in the contest and the cam- 


paign which followed. 

The objections and answers then 
were made up like decks of play- 
ing cards. 

Coated stock similar to playing 
card stock was used. Cards were 


2! 1x34”. One of 


was printed on the face of each card 


the objections 


.. black on white with a wide blue 
The that 
ticular objection was printed on the 


border answer to par- 
back of the card . . black on orange 
with a small white border. 

The “Yes-But” theme was carried 
out on each card. For example, the 
face of one card says, “Ours is a 
gas fork truck application because: 
We are an oil company. It would 
not be very flattering to our indus- 
try if we did not use our own type 
of product in our plant.” 


The reverse says, “Yes, it sounds 


April + 1953 


Industrial Marketing 


Important. . This is a story about one 
kind of merchandising. For more about 
merchandising in all its phases, what it 
means to you and what you must do 
about it in these changing times, turn the 


page. 





logical: But, many oil companies in- 
sist upon battery powered forks to 
eliminate hazards of fire or explo- 
sion” . . ete. 

A deck of the cards was sent to 
each salesman of battery-powered 
industrial trucks throughout the 
country. 

Additional aids for salesmen were 
cost data booklet, slide rules, pro- 
. all to 


costs 


jected cost estimate sheets 
help the 
with prospects he called upon. 
1953, Electric 
Battery is using a slide motion pic- 


salesmen estimate 


During Storage 
ture film to present the program as 
well as direct mail promotion and 
advertising in industrial and busi- 
ness publications 

Geare-Marston, 
the company’s agency. 


Philadelphia, _ is 


YES, some highway trailers are in poor condition; 


BUT, every fork truck must be about the same weight 
to carry the same ioads, You can strengthen trailer 


floors. However, where they won't support a rider type 
fork many firms use the much lighter battery-electric 
hand truck. In loading and unloading work their safe, 
dependable performance equals that of larger trucks. 


Regardless of which battery-electric fork trucks you 
use, their low operating, maintenance and depreciation 
costs will save you money. Let's see how much they 


will save you, 


How the Salesman Replies . . 


Mesmans he rey 


Z 


tne Dje 





























PUSHING 
SE IT HAS 


are now entering 


By G. D. Crain, Jr. 


® HOW EXCITED are your own organi- 
zation and your distributors about 
your product line? 

Do customers in the industries 
you sell regard your products as 
outstanding in interest? Are they 
anxious to get the whole story of 
their performance and service? 

How do you use advertising as 
part of your over-all marketing ef- 
fort? Is it a thing apart. . or is it 
built into merchandising which ties 
together sales promotion, media ad- 
vertising and selling? 
These are the types of questions 
advertising and 


personal 
which industrial 
sales executives are going to be 
asking themselves in the next few 
years, as competition starts breath- 
ing down their necks and the de- 
mand from management for more 
sales and lower selling costs be- 
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the industrial 


comes louder and more insistent. 

Most leading companies selling to 
industry understand the necessity 
for effective advertising. They also 
believe that their salesmen and dis- 
tributors must do a good job of 
convincing users of the merits of 
their products. But they are be- 
ginning to realize that a more dy- 
namic use of advertising calls for 
a merchandising concept of market- 
ing which emphasizes a more dra- 
matic presentation of the product 
story to the entire selling organiza- 
tion and to prospective users. 


Salesmen Aren't Sold . . Not long 
ago I listened to an able executive 
in the industrial lubrication field 
tell about the sales job which is 
responsible for moving millions of 
dollars of these products a year. 
In a 40-minute talk he made only 
one reference to advertising. Later 
he admitted that his men are not 


sold on the industrial publication 
campaigns the company is using, al- 
though the management believes in 
their value. 

What’s wrong with this picture? 

Simply this . . the sales program, 
sound and solid and successful as it 
appears to be, has not been mer- 
chandised in the modern manner 
by building a concept of the com- 
pany, its products and its advertis- 
ing that salesmen can enthuse over, 
run with and present to customers 
in a way to compel interest and 
action. 

This company is complaining of 
high sales costs, too few sales con- 
tacts for the size of the sales or- 
ganization and the market poten- 
tial. It is working hard to improve 
its sales operation by a more care- 
ful analysis of the sales load and 
salesmen’s extensive duties outside 
of straight selling effort, but it has 
not yet become aware of the neces- 





MERCHANDISING which dramatizes the product and the 


advertising and pulls out all the stops in creating interest 


and excitement among salesmen, distributors and con- 


sumers is the key to the new concept of industrial selling. 


Are you ready for increased competition based not only 


on advertising and sales effort, but also on the modern 


merchandising approach? 


merchandising era! 


sity for aggressive merchandising 
which steams up enthusiasm and 
effort all along the distribution line. 

Not long ago I heard the story of 
a well-established manufacturer of 
construction equipment who has 
piled up a terrific sales record on a 
new product. It was introduced 
with plenty of fanfare. A_ trade 
name was created, and with it a 
trade character which symbolized 
the values it represented. 


The Dramatic Build-Up . . Deal- 
ers were sold on the importance of 
the new arrival, and posters, cut- 
out displays, plastic figures repre- 
senting the trade character, publici- 
programs for open 
houses and other merchandising 
aids were supplied. Everybody in 
the organization, including the man- 
ufacturer’s salesmen, the dealers 
and their salesmen and prospective 
users, was excited as the result of 


ty releases, 


the dramatic build-up of the new 
product through the complete mer- 
chandising program which had been 
worked out. 
The result? 


an unprecedented rate. 


Orders poured in at 
Deliveries 
couldn't be made fast enough to 
keep up with the demand. The fac- 
tory is now operating with a back- 
log of orders good for a year’s pro- 
duction. All of this happened at a 
time when some of the other ma- 
chines in the line were lagging, and 
when the warehouse of the factory 
was overflowing with products for 
which there was no immediate de- 
mand. 

Obviously this company took ad- 
vantage of a merchandising oppor- 
tunity, represented by the introduc- 
tion of a new product, to employ 
showmanship in its presentation. It 
overlooked no bets in the way it 
merchandised the product and the 
advertising. It borrowed some good 


ideas from the general advertising 
field, where keen competition de- 
mands dramatic and compelling 
sales and advertising ideas in order 
to get the trade and the public ex- 
cited. In other words, it merchan- 
dised the whole program in a way 
that was highly successful . . per- 
haps because so few of its competi- 
tors had got out of the rut of rou- 
tine advertising and sales work. 


Ads Alone Won't Do It. . For, 
let’s face it, advertising alone does 
not assure satisfactory sales results. 
The entire marketing operation may 
be set up on a logical and efficient 
basis, but very often something else 
is needed to spark action at the 
buyer level, and to capitalize all of 
the favorable 
have been created by advertising 
This kind of 
merchandising strategy is the trig- 


impressions which 


and sales promotion. 


ger that activates the entire process, 
and provides the dramatic element 
which enables sales organizations to 
cash in on advertising in a big way. 

Successful selling in competitive 
markets demands planned effort . . 
the development of strategy which 
utilizes all of the tools at the com- 
mand of the modern merchandiser. 
From this point of view, advertis- 
ing is built into the program as an 
integral part of the entire concept 
of moving goods through concerted 
effort by salesmen, distributors and 
advertising. 

Lack of enthusiasm by salesmen 
is usually the result of failure to 
develop a complete plan of action, 
the workings of which they can see 
in terms of its effect on their own 
customers and __ prospects. The 
grand strategy which spotlights the 
exciting idea that customers en- 
thuse over will also stimulate sales 
and distribution people by demon- 
strating to them that it will activate 


demand and make selling easier. 


Learn from Consumers . . Just 
to take a quick look at what goes 
on in the general consumer field, 
which may have some suggestions 
for industrial advertisers, consider 
how two important users of the 
great new medium of television have 
utilized their advertising results. 
One large company, with a powerful 


program, has merchandised it to the 
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MERCHANDISING means strategic 


action to move merchandise. 


MERCHANDISING i; that subfunc- 
tion of Marketing dealing specifically 
with strategy to move merchandise .. . 
with the manipulation of merchandise 
and tactics to make the flow of merchan- 
dise more rapid and more economically 


effective.” 
—"Merchandising Primer,” 
by L Herbert Wilson 
(McGraw-Hill Book Co.) 


limit, among its own salesmen, its own organization, not Just in terms 


distributors and their sales organ- 
izations, and has developed impact 


of information about where the ad- 
vertising is running, but by drama- 


The story should be put on the 
road, with the impact of the adver- 
tising campaign sold to dealers and 
distributors and to their sales or- 
ganizations, along with a_ specific 
plan for making advertising work 
harder for everybody connected 
with the sales operation. 

Such a plan can add that extra 
something to insure activation of the 
entire program with a little more 
enthusiasm, a little more power, a 
little more coordination of every- 
thing that is being done on the ad- 
vertising front. 

I believe the industrial advertis- 
ing manager should regard himself 
as the merchandising man on his 
marketing team. His is the creative 
mind which can develop specific 
ideas to stimulate interest and ac- 
tion all along the line. 

Maybe he will come up with a 
new packaging and display program 
to insure better support and harde) 
push by the distributors. Maybe he 


will add new life to distributor sell- 


right at the point of sale. Business tizing its impact on markets and 7 
" ing with a sales training program ot 
has boomed, and the company’s buying groups ' 
: eree a traveling exhibit of new and im- 


Maybe consume1 
activated with a 
contest to find a name for a new 


huge advertising expenditure has Why specific sales appeals have proved products. 
been highly profitable 


The other, with the most popular 


been developed, why campaigns interest will be 
are being run in certain fields, how 
television program on the air, has product, or to locate the oldest piece 
of the company’s equipment still in 


No matter what the idea 


buyers’ interest is being measurably 


apparently failed to merchandise it stepped up, all these things have 


successfully, and as a result its sales . 

: meaning for salesmen active use 
have shown a decline and its com- 
petitive position in the industry has 
been weakened. Obviously it has 
not taken full advantage of the great 


merchandising opportunity presented 





COoRDINAT; 
COORDINATE, 
RINGS £0 EFForr 


CASH REGISTERS / 


by a powerful advertising program. 

In the industrial field, too, we 
have the problem of making adver- 
tising work at all levels where sell- 


eee 


ing effort is being expended. There 


ADVERTISING. 
SALES 
PROMOTION ® 
SALES 


MARKET 
RESEARCH 


Yet] Sey 
' 
SPUES Rdg, Cp g 


is no substitute for enthusiasm, and 
advertising which increases enthu- 
siasm among salesmen and distribu- = 
tors, and builds confidence in the 
product and the promotion, fre- 
quently develops amazing horse- 


power 


PRODUCTION 
MANAGEMENT 


Two things are needed for suc- 
cessful merchandising: (1) a mer- 
chantable concept which makes the 





product and the campaign exciting 
news, and (2) imagination and 
showmanship in presenting them to 
the sales and distribution organiza- 


tion 


Not Where, But Why . . The first 
job is to sell the program to your 





may be, it should add a dramatic 
element of excitement and interest 
to the advertising program, justify- 
ing a harder drive and a more in- 
tensive campaign. It can give the 
entire sales organization new fire 
and enthusiasm in presenting the 
product. 


Age of Showmanship . . We live 
in an age of showmanship, and in- 
dustrial advertisers who are putting 
showmanship to work, along with 
solid values in terms of product de- 
sign, manufacture and service, are 
getting first call on the interest and 
enthusiasm of buyers as well as 
sellers. 

We have been told frequently of 
late that we are nearing the end of 
our ride on the gravy train, and that 
in the near future competitive sell- 
ing will be in full effect. During 
the past decade, when selling has 
not been a primary problem, we 
have gone through the motions of 
advertising and sales promotion, but 
without feeling that they had to be 
the best ever in selling power. Now 
is the time to get ready for harder- 
hitting selling, advertising and mer- 
chandising, so that all of our tools 
will be sharpened up to the point of 
delivering better results when they 
are called into play. 

During the next decade of com- 
petitive selling, will 
put a high price on advertising and 
sales promotion talents, especially 
when they are combined with mer- 
chandising abilities which squeeze 
extra values out of every dollar of 
expenditures in this field. Men 
who know their business in total, 
and who look on marketing as one 


management 


integrated process in which all of 
the specialized functions play im- 
portant roles, will be able to make 
plans which will give industrial ad- 
vertising greater values than ever 
before known, because they will 
utilize the catalyst of creative mer- 
chandising. 

Such a program means not only 
more sales, but lower selling costs. 
The demand for reduced sales costs, 
in the light of the current squeeze 
on net profit, will make the applica- 
tion of modern merchandising meth- 
ods in the industrial marketing field 
of greater value than they have ever 
been before. 


BUILDING MATERIALS 


MERCHANDISER 


PUBLISHED BY THE CELOTEX CORPORATION 
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BILLION-DOLLAR “DO-IT-YOURSELF” MARKET 
YOUR BIG OPPORTUNITY 


TIMELY and INTERES TING 


De fc Voursell marke fees dealers billy 
Toul Kenrels Bows: Seles 90 
New Modernization Rook °o7 Ways 
Henry W 4 

‘ 


| Puubie-t 
“ 


{  Deate 


Read All About It! . . New tai 


ealers with 


{1 Reasons 


ATI 2a 


11,000,000 ‘ 


HAVE HOME WORKSHOPS | 


J | ap 


HAVE HOME GARDENS 


Wht Bf SPENT FO® 


Celotex tabloid spurs dealer 


activities, offers sales ideas 


One Way to Merchandise . . 


“Building Materials Merchan- 
diser,” new tabloid-style publication 
pubiished by the Celotex Corp., 
borrows’ editorial techniques to 
educate and stimulate dealers with 
“success stories” and newest ideas 
in advertising and sales promotion. 

Where outstanding dealer enter- 
prise and profit-boosting methods 
are reported, the story is told sim- 
ply and clearly so that readers may 
adapt the ideas or methods readily 


to their own operations. 
Tabloid 


easy handling and reading, as well 


format is designed for 
as vivid, clear presentation of the 
material. 

Typical topics in first issue: Tool 
Rentals Boost Sales 30% . . Dealer 
Open House Builds Store Traffic 
Five Ways to Make Advertising 
Work . . New Modernization Book 
“97 Ways” to More Sales. 

The first issue was 12 pages. Plans 
are to publish the tabloid quarterly 
at change of seasonal markets. 
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SPIDER WEB OF STEEL.11,.. 
dome section of » new three-stor 
1 


ccring building. is nearic 


It Hits the Bell . . Large photo with sharp } 


no distractions, attracts readers. This one 








TRO-LAY Preformed WIRE ROPE 


Stam DARD O14 Company | STANDARD ) 





High Scoring . 


have focal] point, lik 


scored high readership is the wash drawing 


for your ad sales messages 


By John W. DeWolf 


Vice-President * G 


Know what photos to use. . 
and where to put them 


there are undoubtedly 
influence Starch 


® WHILE 
many factors that 
“noted” ratings, I have reached the 
conclusion that only two of them 
are normally powerful enough to 
dominate the rating. These two will 
make a measurable, predictable dif- 
ference in the rating of your ad. 

Both factors are related to the il- 
lustration. They are: 

1. The 
point in the illustration. 

2. The subject of the illustration. 


prominence of a_ focal 
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Basford 


You 
which the focal point of the ad can 
be measured. 


can set up a scale against 
I have such a scale 
made up of selected ads in Business 
Week, 
work well for ads in Engineering 
News-Record. 


pared with the ads making up the 


and the same scale seems to 
An ad can be com- 


scale, and thereby can be given « 
rating that will be accurate to with- 
in a point or two. 

I would describe an ad with a 
really good focal point as one that 
has at its top one large picture 
which has in it one sharply defined 


point of interest . . and no distract- 


ote 


be more than just big. . 


lighway. ACCO defect: 





OS i-source service 


.. helps Americas presses rolf 


int « res Wash Drawings Low .. One element that usually lowers 


like Timken's, Ceco’s, Shell's. 


ing elements elsewhere in the ad. 
Such an ad, if well done, gets a 
23% rating by my scale. An ex- 
ample of such an ad. . one of the 
best I’ve seen is Bethlehem 
Steel’s “Spider Web of Steel” in the 
Aug. 21 issue. (This actually got a 
38% “noted,” the very high rating 
being caused by the good focal point 
and the subject of the illustration.) 

I considered the Standard Oil 
(Indiana) ad in the Nov. 13 issue 
very good, too . . rating it at 22% 
(it got 21% from Starch). 

To get a good rating, the picture 
must be more than just large . . it 
must have a sharply defined point 
American Cable 
a large photograph, but one that has 
no contrast in it, in the Sept. 25 is- 
I gave this only a 15% rating. 
Gulf did the same thing in its Oct. 
9 ad. I gave that 14%. (Starch 
gave these two ads 11% and 13%, 
respectively.) 

A picture at the 


of interest. used 


sue. 


bottom of the 





heep equipment rolling 


on Newark Airport Project 





SCHRAMM, ... 


ba 





atts Mh ddr 


Y) ; j align &@ 
HIGHWAY BRIDGE CONSTRUCTION 


+e. 


. 1,000,000 vehicles in 80 days 











Not So High .. Why? .. Gulf als 


sed good photo, but art wedge dominates 


How many different oils and 

Greases do you now cary 

to keep yoor earth-moving 
machinery running? 

With Shell's “3-Barrel” plan 

you need only three! 


SHELL OETONAK & GREASE 


SHELA SPIRAK EP 


SHELL ROTELLA OV 


Excess Decoration . 


writk ri jrops 





BRuNING) 


Not Believabl 
eoctyped, not belie 


@ .. Bruning 


t penuevabie enougn 


page is noticeably poorer than one 
at the top (by four or five percent- 
age points). 

The larger the picture, the better, 
apparently . . to the extent that 
bleed pays off when used to make 
the picture larger. (There may be 
a limit to how deep a picture should 
be; a little more than half page may 
be optimum.) 

More than one picture is not as 
good as one . . but if the secondary 
picture or pictures are much small- 
er (perhaps a fourth the 
the main one, or less) they aren't 


area of 


too much of a distraction. 

Big headlines, big art elements, 
and color panels all distract from 
the illustration and lower the 
“noted” rating of the ad. 

To sum up this part: get a good, 
contrasty picture, with a center of 
interest in it, and then lay out the 
ad in such a way that nothing dis- 
tracts the from 


the picture. 


reader’s attention 
And by nothing, I 


INSTALLATION TIME 
90% IN AIR CONDITIONING 
INTERNATIONAL AMPHITHEATRE 


New Cartridge. Powered 
wooen 4 


REMINGTON STUD DRIVER 
COP 


Remington 








News Works Well . . Pertinent 


nothing. No panels in the 
picture. No panels in the ad. No 
little drawings cluttering up things 
Not even an over-size headline. If 


mean 


you add just a few distractions like 
that, you'll drop your rating from 
20% to 10% 
drop it to 5%. 
to your ad will drop it to 10%, too 


. and a few more can 


A good gray cast 


which may be the reason why 
wash drawings often rate so poorly 


Bridges Boost Scores . . In three 
out of four ads in Engineering 
News-Record, the subject of the il- 
lustration seems to have little effect 
rating. However, 


on the “noted” 


whenever the main _ illustration 
shows a construction scene such as 
a bridge, or steelwork (and per- 
haps concrete work) being erected, 
the ad got approximately twice the 
“noted” rating that I expected. 
Ads got 


however, only when the illustration 


this bonus-for-subject, 


was the focal point of the ad. 


avi 


Schramm, for example, used an ex- 
cellent picture in its Oct. 23 ad, but 
used an art element for the head- 
line that so dominates the ad that 
the picture is overlooked. I rated 
the ad at 127; Starch gave it 11% 

in spite of the fact that it shows 
This 


explanation for 


steelwork. may also be the 
Fort Pitt getting 
only a 17% on its Nov. 13 ad where- 
as I would think it might get twice 
this rating because it shows a 
Your 

and therefore dissipated be- 
tween the block 


(and its headline) and the bridge 


bridge. attention is divided 


vivid oval color 


There may be certain illustrations 
in addition to construction pictures 


which will give an ad a_ high 


‘noted” rating. I would expect that 


the subjects which appeal to men 


as a whole in addition to those 


with special appeal to civil engi- 


neers or construction people 


might do this. I’ve seen indications 


that such pictures as fishing scenes; 


May 1953 /'87 





boating, or water 
scapes; new designs of cars (and 
very old cars, also); and pictures 
that are particularly newsworthy 
will raise the “noted” rating of an 
ad in Business Week. Such pic- 
tures would probably be effective in 
Engineering News-Record, too. 


guns; boats, 


On the other hand, there are cer- 
tain illustrations which are phonies 
and these will cause an ad to 
get a much lower rating than you’d 
otherwise expect. Usually, though 
not always, they are wash drawings. 
Timken Axles has been using them 
regularly. So did Ceco Steel, Shell 
and J & L in the Nov. 13 issue. That 
is also probably the explanation for 
the low rating on the Bruning ad in 
the same issue, even though it uses 
a photograph. All these are illus- 
trations which simply are not be- 
and read- 
(You 


can get away with cartoons, and 


lievable to the reader . 
ers apparently resent them. 
humorous or light drawings in 
Business Week.) 

One interesting point about il- 
lustrations: The most effective ones 
are those that pull your eye into 
the picture rather than those that 
lead your eye to the headline or 
copy. A tunnel scene, such as Tex- 
aco used in the Oct. 23 issue, is very 
highway 


effective Likewise, a 


scene, which has the vanishing 
point in the center of the illustra- 


tion as Standard Oil’s ad 


One Score Can Go Haywire. . 
What I’ve said thus far seems to 
account for the “noted” ratings 

as determined by Starch of ex- 
actly 80°. of the ads in Engineering 
After we've seen 
four or five times as many ads, 


News-Record. 


maybe I can figure out what causes 
the 20°. exceptions to the point 
that we can predict some of them. 
First, you must realize that just 
by the laws of probability, Starch 
will go haywire on some ratings. 
On about 60°7 of all ads that Starch 
rates, it’s entitled to miss the cor- 
rect rating by 2% or more. On 
about 25° of all ads, it'll miss by 
4° or more. And it can, just by 
the laws of probability, miss by 8% 
a few times in every 100 ads and 
even by 10° on rare occasions. So 
it isn’t safe to pass final judgment 
on an ad by just looking at one rat- 
ing (as Starch itself cautions) 
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particularly if the rating 
would seem to be different from the 
one Starch gave it. 

Also, Starch seems to have a var- 
iable of some sort which can apply 
to an entire issue. This may be a 
reflection of how thick or thin the 
issue is. (In Business Week, for 


propet 


example, the average “noted” for 
issues right around 
which were about half 


ads in the 
Christmas . . 
the thickness of usual issues . . was 
3 to 5% higher than it had been all 
fall.) Whatever the cause, you find 
now and then that all ads in an is- 
sue will be higher or lower than 
you would expect 

Pertinent news of a nature that 
is interesting to most readers of the 
magazine will unquestionably raise 
This is hard to 


Driver 


the “noted” rating. 
define. Remington’s Stud 
probably falls under -this classifica- 
tion. General Motor’s announce- 
ment of its “Better Highway 
Awards” in the Nov. 13 issue qual- 
ifies (and got a 28% “noted’’). 

Position is not a measurable fac- 
tor, except for back covers. You 
can ignore left-hand vs right-hand 
pages and front vs back of book in 
predicting a “noted” rating. 

Color seems to be no factor, un- 
less it is so used as to add atten- 
tion value to the illustration. (A 
duotone illustration can raise the 
considerably 


“noted” rating 


sometimes. } 


Valid? . . Questions about any 
method of rating ads: (1) is the 
survey valid? (2) can the results be 
explained to the point that you 
can use what you’ve learned when 
preparing new ads and then pre- 
dict the rating? (3) what does the 
rating mean? 

I am _ convinced that 
techniques are sound . 


Starch’s 
. and the re- 
sults that he gets are valid. With 
a sample of only 100, he gets a high- 
er probability error than I care for 
You notice a wider swing in rat- 
ings when an ad is repeated in En- 
gineering News-Record than when 
repeated in Business Week, where 
the sample is 150. 

Can the results be explained? 
Yes, most of them. The brief ex- 
planation I’ve given here accounts 
for the “noted” rating on 80° of 
the ads. Is this important? Yes 
If you can't explain the ratings 


and if you can't, as a result of 
studying Starch or Readex reports, 
write a better ad and predict the 
better rating that it will get . . then 
you're no better off for any reader- 
ship study. 

(Incidentally, it is very easy to 
talk about how to write ads that 
will get higher ratings. It is not at 
all easy to write such ads. . as those 
who try will quickly find out. At 
least, it is not easy to write them 
and still tell the story the adver- 
tiser wants told in the way he 
wants it told!) 


Pictures Stick . . Finally, what 
does the rating mean? On this 
point, I’m not at all sure. It is clear 
to me, now, that Starch’s “noted” 
rating does not measure how many 
people saw the ad. It measures, in- 
stead, how many remember that 
they saw it. This is shown by the 
fact that an ad with a poor “focal 
point” rating can get a high “noted” 

. as it will do, if the subject mat- 
ter is of great interest to a high 
percentage of the readers. 

Apparently almost all readers 
glance at each advertising page. 
With that glance, they decided eith- 
er to study the ad or to turn the 
page. Also, with that glance they 
get a picture of the ad that sticks 
in their mind, or doesn’t. That’s 
think, headlines seem to 
have so slight an effect on the 
“noted” rating. Headlines are words 
And if you just glance at words, 
they don’t stick in your mind the 


why. I 


way pictures and formats do. 

I haven't yet been able to figure 
out just what the significance of a 
“noted” rating really is. I am sure 
that a high “noted” rating does not 
of itself mean you have a good ad. 
Even a high “read most” rating does 
not necessarily prove your ad is ef- 
fective. The copy may not get 
around to selling your product 
or it may stress the wrong points 
But an ad with a low “noted” rat- 
ing can certainly be improved. It 
can surely be re-arranged, re-laid- 
out, reorganized. It can tell exactly 
the same story, but to more readers. 
From that viewpoint, a low “noted” 
rating is a sure sign of a poor ad. 
yr if not actually a poor ad, at least 
one that is poorer than needs be 


Next Month More on ad readership. 





Marine Engineering’s Outstanding 
Coverage and Editorial 
Leadership Offer Exclusive 


| Sales Values 


pn | MARINE 


| ENGINEERING Marine Engineering's paid audited circulation in- 


creased from 6,339 in July 1952 to 7,325 in Decem- 
ber 1952... and to 7,365 in February 1953... 
giving advertisers the largest and fastest growing 
paid coverage in the marine field. 


Balanced Coverage 


SECOND Advertisements in Marine Engineering reach (1) 


_ PUBLICATION shore personnel of every operator of vessels of 100 
tons or more, (3) every active or reactivated ship- 
yard, (3) every naval shipyard, (4) every important 
naval architect. On the Coasts, on the Lakes, on the 
Rivers, Marine Engineering gives you balanced cov- 

erage of marine buying power. 


Reader and Advertiser Preference 


On top of this, Marine Engineering gives advertisers 
the benefit of unsurpassed editorial authority and 
recognition . . . an engineering trained editorial 
staff... verified reader interest as expressed in the 
highest percentage of subscription renewals in its 
field, 62.3% ... advertising preference as shown 
by 68% leadership in number of advertising pages 
carried in 1952, and by the fact that 54% of its 
advertising was exclusive in Marine Engineering. 


== arias 
Paid Audited Circulation—1952 
ENGINEERING 


A Simmons-Boardman Publication 
30 Church Street, New York 7, N. Y. 
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cet into FAGTORY 


EVERY, INDUSTRIAL SALESMAN finds that his 
toughest job is to see and sell the PLANT 


OPERATING GROUP. 






i by Ps FACTORY concentrates all its efforts to this 
thy fd job of serving these management men in the 


plant. And it does that job so well that more 
POS  ENAPINEER eee of these men pay to read FACTORY than 


any other industrial magazine. 


That’s why industrial advertisers spent more 
of their dollars advertising in FACTORY 


than in any other industrial magazine. 


You, too, can make your sales job easier by 
FACTORY SUPERINTENDENT. assigning to FACTORY the job of making 


sales contacts in the plant. 


VICE PRESIDENT 


in charge of OPERATIONS — : | ca | | FACTO RY 


MANAGEMENT AND MAINTENANCE 


oe 330 WEST 42nd STREET, NEW YORK 36, N. Y. 


Pe wv : 
Bl: The Plant Operating Group 


PLANT ENGINEER - 


( | | 










STANOSTAMP 


Compounds 


A; 


‘ 
u 


‘ , j 
‘ / 
; 
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Easy on the draw 





Informal . . 


What's YOUR 
problem? 


STANDARD 


iq, STANICUT 


ay rs 
, ? Cutting Oil 


Speits “finish” for another cutting problem 


Sotution for @ hard water problem 





SUPERLA 
am Soluble Oil 


ap 


STANDARD OIL COMPANY 


in ads .. sells him and buyer 


A merchandising method. . 
Adds believability . . 
Builds salesmen’‘s confidence . . 


Proves readership. . 


® INDUSTRIAL advertisers might 
learn something from Arthur God- 
frey, who is so informal, so personal, 
so humanly imperfect in everything 
he does and says that people sit up 
and look and listen 

With something like that in mind, 
Standard Oil Co. of Indiana injects 
an unusual human touch in its in- 
dustrial advertising. In 1950, the 
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company introduced a single coluran 
in its one-page and spread ads in 
business publications, featuring a 
photograph of a Standard Oil sales- 
man who developed the case history 
used in the ad. 

The column beneath the photo al- 
ways starts off the sales story some- 
thing like this: “C. L Daub is the 
Standard Oil lubrication specialist 
who helped Multi-Clean Products, 
Inc., solve an important lubrication 
problem through his recommenda- 
tion of Stanobar grease.’ Copy then 
tells a little more about the sales- 
man and how he helped solve the 
customer's problem. The salesman 
remains in the story from beginning 
to end, humanizing and adding per- 


sonal interest for the buyer. 
Advertising Manager Wesley I. 
Nunn 


campaign has succeeded by: (1) be- 


believes that this type of 


coming more convincing and inter- 
esting to the reader and (2) mer- 
chandising the advertising to the 
company’s salesmen. 

“Our lubrication salesmen have 
found that the use of their photo- 
graphs with a column describing 
their qualifications for serving in- 
dustry has been helpful to them in 
getting better acquainted with their 
customers,” he said. “Many cus- 
tomers comment to the salesmen 
about seeing their photographs in 
the ads. This helps in building con- 
fidence with our men that the ad- 
vertising is being seen and read. 
We believe, too, that the use of the 
photographs adds interest and be- 
lievability to the case history.” 

McCann-Erickson, Chicago, han- 
dles the business publication cam- 
paign. 





"FIRST SOURCE 


i. Ss 


FIRST 
in paid 
I 4 

Circulation 


es a S | 
* New Refinery Market Data Book tells how, who, what 


of this industry. For your copy, write Sales Promotion 
Dept., P. O. Box 2608, Houston 1, Tex. 


She Wold Largest WANWUSIRY <Scblishers 
GULF PUBLISHING COMPANY 


OFFICES 
Houston (6), 3301 Buffalo Drive, LYnchbure 4301 
New York (17), 250 Park Avenue, El Dorado 5-4012 
Chicago (4), 332 S. Mich. Ave., Wabash 2-9330 
Cleveland (15), 1010 Euclid Ave., Main 1-2440 
Tulsa (3), Hunt Building, 3-1844 


Los Angeles, W. W. Wilson Blde., Huntington Park, Jefferson 1219 


Freie authentic market data 
on the billion dollar a 
year Refining Industry, check first 
with Petroleum Refiner. 


Here you can use the resources of 
the nation’s best oil industry library. 
A field-trained editorial staff gives 
you the advantage of their numerous 
information contacts. And you have 
reference to the accumulated know!- 
edge of a magazine that for 30 years 
has published the technical achieve- 
ments of the greatest names in the 
industry. 


In addition, much research infor- 
mation is condensed annually in 
Petroleum Refiner’s Market Data 
Book.* This study outlines. clearly 
the sales approaches, equipment 
used, buying power personnel . . 
interprets trends, makes accurate 
forecasts, pinpoints your market 
for you. 


Petroleum Refiner is the first 
source of Refining Industry market 
data. And its 11,000 paid subscribers 
give it first rank in Refining-Natural 
Gasoline - Petrochemical circulation. 
Here, then, is your first choice for 
advertising effectiveness in this 
industry 


FIRST 
TT 
advertising 


FIRST value 


Ti 
editorial 
quality 
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employe communications 


public relations 


Question: 
Who Owns NORTHERN PAPER MILLS? 


. 


Answer: 


HUNDREDS OF PEOPLE... PERHAPS YOU DO!! 


The Full Story e e Campaign 


> f Northern Paper Mills 


by Robert Newcomb 
and Marg Sammons 


Is Your Home 


MORTGAGED? 


So Is NORTHERN PAPER MILLS 


tolks al Noithern 


$33 WORTHERN PAPER rae GREEN BAY, Wis. adh 


Weekly newspaper ads bring 


Northern into the community 


® A FEW MONTHS ago, the red-hot 
results of a community attitude sur- 
vey were submitted to the president 
of the sponsoring company 

He had authorized the study in a 
desire to determine just how his 
fellow townsmen felt about him and 
his organization. Now he was about 
to look over the tally sheet. 

What he learned was painful. The 
survey, fortunately, was one of 
those affairs dedicated to reporting 
the truth whether it hurt or not, so 
Here 


is a quick summary of the report’s 


the boss-man got it straight. 


more irritating segment: 
1. The majority of his neighbors 
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thought the president's 


was a self-centered outfit with little 


company 


sense of civic responsibility. Be- 
cause (the people said) the com- 
pany produced a_ non-consumer 
item and sold products only to man- 
ufacturers, it had no concern with 
good community relations 

2. The company was regarded by a 
high percentage of townspeople as 
a poor place to work. It was be- 
lieved to offer low pay, little oppor- 
tunity for advancement, and turn- 
of-the-century working conditions. 
3. The president of the company 
was considered a stuffed shirt. 


4. Around 50% of the people in- 


Industry’s relations with 
Employes/ Stockholders 
Distributors/ Suppliers 
Neighbors 





terviewed felt the union did more 
for the employes than the company. 
5. By inference, the report sug- 
gested that if the company decided 
to pack up its plant and move else- 
. presumably to some more 
. few peo- 


where . 
favorable labor climate . 
ple in the town would give a hoot. 
Most of them felt that a better com- 
pany would soon take its place in 
the community. 

Instead of a whitewash, this re- 
port was a damning indictment of 
poor practice and _ imperceptible 
public relations. The company man- 
agement had evidently assumed that 
its role of largest employer auto- 
matically entitled the company to 
the lion’s share of community af- 
fection. It didn’t work that way. 
Not So at Northern . . The stu- 
dent of communication is heartened 
to find in Green Bay, Wis., an en- 
terprising paper mill reluctant to 
take its community acceptance for 
granted. At Northern Paper Mills 

. at this writing in the stage of be- 
ing merged into Marathon Corp. . . 
the management some time ago em- 
barked upon a campaign of conver- 
sation with the people of the Green 
Bay community. As the “city’s 
largest family,’ Northern reasoned 
that it had something to say to its 
neighbors; it properly assumed the 
neighbors’ interest in what was to 
be said. 

The Northern project took the 
form of a series of interesting, well- 
prepared ads appearing on a once- 
a-week basis in the local Press- 
Gazette. In a published collection 
of the ads . . they started in May, 
1952, and are still going on... North- 
ern defined its purpose thus: “To tell 
people of our community everything 
possible about Northern Paper 
Mills, the city’s largest manufactur- 
ing organization, stressing data on 
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If you sold electric hoists would you call here? 


A BARREN FIELD like this one wouldn't get a second glance 
§ § 
from any one of your salesmen... but the field disappeared 
just three years ago. Today a metalworking 
giant has grown on this spot...a flourishing 
outlet for your products ... the modern plant shown below. 
Here is one of hundreds of new metalworking plants that didn’t 
§ 

exist 5...3...even 2 years ago. These represent a whole 
new market added to the world’s biggest industry. It's a fast-growing 
market that offers you a tremendous opportunity. 
STEEL Magazine—through tts continuing census of Metalworking 

§ § 
plants and controlled distribution—enables you to direct your 
advertising to this new market as it grows. Ask the man from 
STEEL to show you how STEEL matches its circulation to the 
growth of your metalworking market. 
The magazine of the men who 


manage, operate and buy for the 





Metalworking industry .. . 











New Lancaster, Ohio, plant of Diamond Power Specialty Corp 


STEEL « Penton Building « Cleveland 13, Ohio 





Industrial Advertising Appropriations 
Need Close Attention! 


INDUSTRIAL Advertising Appropriations are seldom as large as the 
advertiser would like them to be, when considering the advertising and 
merchandising problems that face him. 


The expense of creating varied appeals to care for the differences in market 
approach, a wide range of catalog and direct mail problems, and the often 
highly detailed needs of sales promotion, require a different type of experi- 
ence in advertising effort in order to produce the most from a budget. We 
consider budget watching as a part of our business. Budget watching and 
getting the most out of the budget dollar for the advertiser is a large part of 


the reason why many of our accounts have been with us over so many years. 


We have decided respect for other people’s money and appreciate the fact 
that Industrial Advertising Appropriations need close attention. 


If your problem is one of selling Industry, we have experience that will 
help you. We would like to tell you about it. 


RUSSELL T. GRAY, INC. 








205 West Wacker Drive, Chicago 6, Illinois 


Telephone CEntral 6-7750 
& 
ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 





Thomas E. (Ted) Alcorn 


Industrial Advertisers Association of New York 
set up a “space salesman of the year” award 
six years ago. Thomas E. (Ted) Alcorn, dis- 
trict manager of Coal Age and Engineering & 
Mining Journal, has been among the top five 
contenders every year but one. This year he 
walked off with the honor. Ted, a Harvard 
graduate, has been with McGraw-Hill 23 years, 
and now has a son, Richard, selling in the 
company’s SF office. The Alcorns live in 
Westfield, N.J. Ted goes in for gardening, 
swimming . . and the N. Y. Dotted Line Club. 


Walther Buchen 


This is the 30th birthday year for the Buchen 
Co., Chicago advertising agency . . and it’s also 
the 30th year of the founder's association with 
the company. The founder is Walther Buchen, 
president. Mr. Buchen acquired most of the 
stock of the then David C. Thomas Co. in Jan- 
uary, 1923 . . an agency with some 10 employes. 
Today the Buchen company numbers 140 em- 
ployes and boasts current billings in the $10,- 
000,000 bracket. Fifth in volume of business 
publication advertising, about half of the com- 
pany’s volume is in the industrial field. 


Raymond W. Wiggers 


Winning an annual award is “old hat” to Ray- 
mond P. (Ray) Wiggers, ad manager, Frank 
G. Hough Co., Libertyville, Ill. Ray is the 
first person ever to receive the $1,000 national 
Putman award for “best use of industrial ad- 
vertising” twice . . he won in 1950 and 1952 
He also repeated when he won the Direct Mail 
Association’s “Best of Industry Award” for 
construction industries in 1949 and 1951. He 
is vice-president and program chairman of the 
Chicago Industrial Advertisers Ass'n. and is 
writing a book linking top management and 


admen 


Robert J. Ritchey 


Robert J. Ritchey is an extremely busy man 
these days .. he’s general chairman of the 
NIAA conference in Pittsburgh in June. An 
industrial marketer for most of his business 
life, Ritchey spent 16 years with U. S. Steel 
as director of market development until he 
became assistant general sales manager for 
the Townsend Co., New Brighton, Pa., January 
1. He's a past president of the Industrial Ad- 
vertising Council of Pittsburgh and served on 
the NIAA Board of Directors four years. In 


his spare time, Ritchey pilots his own plane 
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to Turn in the Order 7 


One of the biggest problems facing today’s industrial sales- 
man is the number of buying influences that enter into a 
sale. The title on a door doesn’t always provide the lead to 
the man with buying authority, nor to the men whose okay 
he must get before the order is issued. 


But all of these buying influences—known and unknown 
—have a common meeting ground in the business publica- 
tions they read to keep up with developments in their in- 
dustry. And, by advertising in these publications, you can 
help your salesman get your sales message into the hands 


and minds of your prospective customers. 


In other words, business magazine advertising is a sell- 
ing tool. It speeds up selling in the same way that a high- 
speed machine tool speeds up the productivity of the 
skilled plant workman. That’s why we call it Mechanized 
Selling. It mechanizes the preliminary steps to a sale and 
enables the salesman to spend his time on the important 
job of making the proposal and closing the sale. 


Ask your McGraw-Hill man for a copy of our 20-page 
booklet, “Orders and How They Grow.” It gives the sales- 
man a realistic appreciation of how business publication 
advertising helps him use his time more productively. 


You’ll want to read it, too. 


TATA i bah AS 


_ ae BUSINESS 
Ad 


McGRAW-HILL PUBLISHING COMPANY, INC. 


ste 
> so 


AbD 330 WEST 42nd STREET, NEW YORK 36,N. Y. 


O S 
oe 


HEADQUARTERS FOR BUSINESS INFORMATION 








MECHANIZED SELLING 
OPENS THE DOOR 
TO GREATER SALES 


National Starch Products Inc. 
produces a line of adhesives and 
starches with an almost un- 
limited variety of industrial 
applications. ‘hey wanted to 
sell more products within each 
industry; develop new uses for 
existing products; introduce 
new products, and establish 
product and company recog- 
nition. 

They used color pages in 18 
business publications reaching 
important buying influences in 
fields served by the company’s 
products. Copy was specifically 


\ 


OQ vin 
* 6» 
ee 


tailored to needs and require- 
ments of each field. 

RESULTS: Immediate product- 
range recognition, Easier ac- 
cessibility to new prospects. 
Old customers asked about 
products that the salesman 
didn’t know they could use. 
Greater company recognition. 
A $3,500,000 sales increase in 
one year. 
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management 


forum 


Can management by committee make 


marketing decisions? Top men wary 


One of the much discussed practices of industry today is “management by committee.” 
Seme companies have gone all out for formal committees, composed of heads of greatly 


varied departments, making decisions in areas where many of these heads formerly were 


not especially concerned. Other companies have spurned the practice as time wasting 
and impractical and have centered responsibility on individual department heads as much 
as possible. Still other companies have hit a middle road. 


To learn the reasoning behind these approaches, Industrial Marketing asked executives 


in a wide variety of industries: 


What is your opinion about “management by commit- 


tee?” Can it be applied successfully to the forming of marketing policy and the making 
of marketing decisions? Do you use it in the sales, advertising and research end of your 


company? The answers to these questions appear below. 


By L. C. McKesson 


® WE USE a modification of the 
committee management idea. We 
call it 
and it involves the maximum use of 


‘participative management’ 


all human resources in solving our 
business problems. 

It differs from committee man- 
agement on several counts: (1) 
there usually is no chairman or 
meeting ‘boss;’ (2) there is no for- 
mal organization structure; (3) 
training and development of leader- 
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ship talent are combined with the 
realities of conducting a business. 
Our philosophy of participative 


management strongly affects our 


marketing decisions. For example, 
several months ago we opened a 
new sales territory which required 
a large concentration of sales man- 
power. Rather than arbitrarily shift 
established salesmen from their old 
territories to the new, we called in 
our field managers and gave them 
the problem on the premise that 
men support what they help create 

Since they were encouraged to 
affected 
them, rather than have a unilateral 
decision handed down to them, they 
their best 


make a decision which 


willingly relinquished 


men in the over-all interests of the 


company. As a result, we staffed a 
critical territory with top perform- 
ers. No one, including the men who 
were shifted, objected to the meth- 
od of selection or to the selections. 
Recently we formed an informal 
sales council, made up of the gen- 
eral sales manager, product sales 
managers of our four divisions, their 
assistants and various staff officials 
including our sales promotion peo- 
ple. Purpose is to (1) exchange in- 
formation and (2) integrate the ef- 
forts of our four sales divisions at 
the level of maximum involvement 
. the sales manager themselves. 


By David F. Austin 


} 


® OUR COMMERCIAL organization In- 
cludes a formal and active system 
of committees, each of which is 
composed of key people with wide 
experience in their respective fields. 
This medium is employed in all 
principal segments of our commer- 
cial responsibilities. 

However, our use of committees 
does not constitute “management by 
committee”. They have no execu- 
tive authority and are completely 
staff in nature. They provide a 
mechanism for the interchange of 
ideas through the discussion of pol- 





icies, plans, and problems; and they 
develop, formulate, and recommend 
long-range plans in 
their respective functional areas for 


policies and 


submission to top management for 
approval. 


In our commercial committee sys- 
tem we pool the talent and skills of 
those who are responsible for a 
common segment in our organiza- 
tion and who, therefore, are beset 
by similar problems. For example, 
our general sales committee mem- 
bership is made up of our top com- 
mercial executives; the commercial 
research and advertising committees 
draw their membership from the 
top personnel responsible for these 
within their 


functions respective 


commercial areas. 

In this manner, we capitalize on 
experience and knowledge, and thus 
obtain the best judgment of all con- 


cerned. 


By S. C. Allyn 


® IN OUR BUSINESS, committees have 
a definite place but function in an 
advisory rather than direct man- 
They make an 


important contribution to the con- 


agement capacity. 


sideration of any problem, but in 
the end, responsibility for decisions 
rests with individuals. 

We have certain standing com- 
mittees which meet at regular in- 
tervals and more often if the occa- 
sion requires it. One of the most 
important is the product develop- 
ment committee. Chairman of this 
is the vice-president of engineering 
and product development. Member- 
ship is made up of representatives 
of management, sales, engineering, 
Each 


person on the committee is qualified 


research and manufacturing. 


to contribute a certain type of ex- 
perience to its deliberations. 

Other committees play an impor- 
One of 


these is an advertising committee 


tant part in our operation. 


which provides valuable help in 


planning advertising campaigns. 


James W. Moran 
President 
Baker-Raulang 


Cleveland 


® MANAGEMENT BY COMMITTEE is an 
accomplished fact at the Baker- 
Raulang Co. and its subsidiaries. 
We believe that heads of greatly 
varied should make 
decisions in areas where they are 


departments 


classically not especially concerned 
because there are no manufacturing 
functions which do not completely 
interlock with the whole. 

Nor do our committees cooperate 
on “high sounding phrases” and 
leave it there. You'd be surprised 
to see how closely our sales de- 
partments watch their budget plan- 
ning when they know that we need 
certain new machine tools. They 
know because they have heard the 
requests of our production men di- 
rectly and approved them. Further, 
all problems like new model de- 
signs, where controversy could arise 
between let’s say engineering and 
sales, are aired before the company 
policy committee and a group de- 
cision made on the spot. 

Under the 


which naturally operates as a com- 


board of directors 
mittee, we operate a policy com- 
mittee of which membership con- 
sists of an executive from sales, pro- 
duction, engineering, ete. In turn, 
each of these men operates a special 
committee concerned with his func- 
tions which is made up of depart- 
ment heads and supervisors. 

We think we have made great 
strides in eliminating duplication of 
effort and the resultant confusion 
that occurs when various activities 
operate wholly independently with- 
in a company. 


® OUR COMPANY has been operating 
by committee management now for 
approximately twelve years and we 


attribute a good deal of our progress 
over that period to this method of 
operation. 

If committee meetings are kept 
formal with agenda and minutes and 
limited to the shortest time possible 
to cover the subject, they do not 
degenerate into discussion groups. 

Should subjects come up during 
any meeting not of interest to all 
members, that subject is placed, if 
possible, at the end of the agenda 
and those not interested are per- 
mitted to return to their desks. 
However, they all receive copies of 
the minutes which also serve as 
part of the agenda for the next 
meeting. 

Minutes of all meetings on sales, 
production, engineering, etc. are 
distributed promptly to all mem- 
bers with copies to the seven mem- 
bers of the executive committee 
Thus all 


members of the executive commit- 


which meets weekly 
tee are kept in complete current in- 
formation on all major phases of 
the business. It is our considered 
opinion that while committee meet- 
ings do occupy a certain amount of 
time, nevertheless they save an 
endless amount of time on the part 
of executives running around try- 
ing to find out everything that is 


going on. 


B. K. Wickstrum 


x 


® MANAGEMENT BY: COMMITTEES, we 
feel, is not appropriate in an indus- 
trial organization that has decen- 
tralized its manufacturing ahd af- 
filiated 
would make little sense to decen- 


operations. Moreover, it 
tralize manufacturing and at the 
same time keep marketing a cen- 
tralized function. 

Since Sylvania Electric is a high- 
ly decentralized company, its sales 
organization also is decentralized 
and does not formulate marketing 
policy with ‘committee by manage- 
ment.’ 

The essence of decentralization is 
the large measure of autonomy en- 
joyed by the individual executive 





[st quarter, 1953—display advertising volume 


F] RCT inthe 
I states othe WEST 


among all chemical magazines! 


In the first three months of 1953, CHEMICAL PROCESS- 
ING leads all other chemical magazines in display ad- 
vertising. The charts below are from actual count of 


space in these magazines. a oo oe oo ee es oe ee 


most display space most advertisers 


CHEMICAL PROCESSING carried 
more pages of display advertis- 
ing than any other magazine in 
the chemical field — 29.0% more 
than the second-place magazine! 


More display advertisers ap- 
peared in CHEMICAL PROCESS- 
ING than in any other publica- 
tion — 47.6% more than the sec- 
ond-place magazine! 


Chemical Engineering 
News 


Chemical Engineering 


Chemical Week 


Chemical & Engineering News 
Week 


Chém. Eng. Prog 
Chemical & Engineering 
“Chemical 


~ 


most exclusive accounts 


More display advertisers chose 
CHEMICAL PROCESSING exclu- 
sively over competitive media — 
100% more exclusive accounts 
than the second-place magazine! 


most dollars 


CHEMICAL PROCESSING 
carried the greatest dol- 
lar volume of display 
advertising—25.5% more 
than the second-place 


magazine 


CHEMICAL PROCESSING 


Chemical Engineering 
Chemical & 
Engineering News 


Chemical & Engineering News 
Chemical 


Engineering 


Chemical 


x 
4 


*Figures besed on o 12-time rate for monthly magazines; **industrio! & Engineering Chemistry. 


% 13-time rate for weekly magazines. 
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THE NEW CHAMP" 


in the eleven western states! 


- men who manage 


CHEMICAL 
PROCESSING 


NEw 
MEXICO 


... here, “habit-buying” is not deeply-rooted! 


... here, among the young, vigorous companies of the West, it’s to- 
day’s performance that counts—not yesterday’s history ! 

... here, the advertising of these companies must prove itself. 

... here, in a few short years, CHEMICAL PROCESSING has forged 


ahead of all other chemical magazines . . 


AND HERE'S WHY: 


1. EDITORIAL LEADERSHIP — 15 editors give terse, timely, 
technically-accurate information on new processes, tech- 
niques and developments. All staff-written. 


2. HAND-PICKED C/RCULATION — Readers are selected for 
quality only —no “road-blocks” of circulation rules for- 
bid sending CHEMICAL PROCESSING to the men who 
manage! No “dilution” with foreign circulation — it’s all 
concentrated in the U.S. market. 


3. READER-ACTION—Actual response from readers proves 


that the advertisements in CHEMICAL PROCESSING 
are read and acted upon. Such performance is not to be 
confused with “what people say” they read. Instead, they 
are based on known action, taken by readers, as a result 
of their own reading! 


4. UNIQUE, SQUARE FORMAT —“Wide-open” for the best 
display and greatest visibility of all advertisements. Edi- 
torial matter on every page—with advertisements next 
to editorial content. No solid advertising sections, front 
or back —no “hurdles” for the reader to jump! 


Represented by: BOB WETTSTEIN 


Los Angeles @ 
San Francisco @ 
Portland @ 


bio 


published by: 


PUTMAN PUBLISHING CO., 111 E. Delaware Place, Chicago 11, Ill. 


Creators of PUTMAN-STYLE magazines 
Also publishers of Food Processing and Food Marketing 
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whether his assignment be at the 
company’s executive headquarters, 
division headquarters, the plant, or 
the field sales office. The general 
sales manager of a Sylvania manu- 
facturing division, for instance, ar- 
rives at his own marketing policy 
decisions without benefit of com- 
mittee but subject to some execu- 
tive direction from top management. 
Similarly, a district sales man- 
ager of a division formulates pol- 
icies applying to his own district 
subject only to certain direction by 
the general sales manager. 
Advertising and market research 
also function without group policy 
While the authority for 
marketing decision rests with one 
Sylvania 
practice for that executive to work 


decision 


man. it long has been 
out details of any sales plan or pro- 
gram with members of his depart- 
ment and division. Thus a division- 
al general sales manager might con- 
sult production executives, his mer- 
chandising manager, the advertising 
manager for that division, and other 
officials before launching a _ partic- 
ular program, but does not depend 
upon them for a final policy deci- 
sion. 

Therefore, while we would be un- 
likeiy to 
committee’ under any circumstance, 
I feel a general objection to this 


apply ‘management by 


method of management might be 
the unfamiliarity of heads of de- 
partments other than sales with 
marketing techniques and the com- 


petitive situation. 


By Robert A. Olen 


yeneral Manager 


® WE ARE FAVORABLY committed to 
the practice of “management by 
committee.” 

The end products which we sell 
are usually capital goods made up 
of a large number of sub-assemblies 
and a great many individual parts. 
Take the ever constant problem of 
inventory control, for example. 
Sales, engineering, purchasing, pro- 
duction, stockkeeping and_ service 
must all work together constantly 
to protect the company’s dollar in- 
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vestment and to keep the company 
liquid; hence an inventory commit- 
tee. 

Sales contribute ideas on sales 
trends and changing customer de- 
mands, competition trends and deal- 
er preferences. Engineering knows 
what is new under the sun that will 
stock 
and what changes are being made 


obsolete today’s tomorrow 


as a response to unsatisfactory field 
performance. Production can see 
how a part that is being obsoleted 
might be changed so that it can be 
“converted” to other use. 

All watch total turnover, stand- 
ardization of parts, inventory sim- 
plification, nomenclature and many 
other angles instant to the success- 
ful control of inventory. 

When it is everyone’s job, it is no 
one’s job. A committee knowing its 
functions and area of responsibility 
and held accountable for its success 
or failure will produce results. 

The committee is but a natural 
outgrowth of the growing complex- 
ity of the problems which increas- 
ingly skilled specialists must jointly 


solve. 


G. C. Benson 


ice rresiaen 


® ANY OPINIONS We may express on 
“management by committee” are 
likely to verge on the academic 
rather than to be based on experi- 
ence. The reason is that we only 
decided to try the use of committees 
in very recent months, though we 
have had the advantage of observ- 
ing them in action in associated 
companies. 

Naturally, we looked around out- 
side our own companies and we 
seemed to see two extremes in 
which committee management was 
not working too well. On the one 
hand, there was a dominant senior 
officer typical of a one-man organi- 
zation with weaker staff members. 
Obviously, no committees so set up 
could achieve the free discussion 
and interchange of ideas at all lev- 
els 


At the other extreme, possibly 


even more disastrous, we suspected 
that it was senior management that 
was the weak element. Establish- 
ment of a multiplicity of committees 
to deal with everything imaginable 
seemed to be a convenient alibi un- 
der which management shirked its 
responsibilities. Anything approach- 
ing either extreme is unworkable 
and we suspect that many of the ob- 
jections to committee management 
arise from something of the sort. 
Our organization is not large 
enough to require or justify more 
than a few committees, each to deal 
with a separate phase of manage- 
These are purely advisory 
and their findings and reeommenda- 


ment. 


tions are passed on to an executive 
committee. At times, the executive 
committee may request a committee 
to advise on a specific problem but 
we encourage the committees to 
take the initial steps themselves. 


Robert D. Black 


Vice Pr r 
Vice rresiaen 


Black & 


® IN OUR COMPANY we find it highly 
desirable to operate through “man- 
agement by committee.” Perhaps 
one of the most obvious reasons is 
that when all operational decisions 
are finalized in the committee, it 
automatically makes all department 
heads concerned a party to that de- 
cision and all interested persons 
fully advised on company moves. 

about 
among department heads that would 


It bnings co-ordination 
not exist were such decisions made 
by individuals with the inevitable 
tendency not to fully 
everyone who should know about 
such decisions and the reasoning 
for having arrived at them. We feel 


acquaint 


that “management by committee” 
co-ordinates company activities and 
creates better judgment by virtue 
of the fact that all decisions are ar- 
rived at through the combined ex- 
perience of those with responsibility. 

At top level of management we 
prefer to operate through a man- 
agement advisory committee whose 
sole objective is to act in a consult- 


ing capacity to the president on 


4 
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How many big wheels can you find in this picture ? 


Don’tletthe big carand the chauffeur fool you, behind a bench or a typewriter. So it’s just 
big wheels also come to work in ten-year- good sense to talk to people all up and 
old models or by bus or even shanks’ mare. down the line, which is what America’s most 
The fact is, as every salesman should know, successful businesses have done for years 
everyone is a big wheel. Sales often start ©—in The Saturday Evening Post. 


The saturday Evening 


Wet O Qdear 





THE TEXTILE INDUSTRY IS A BIG... AND ACTIVE MARKET 


12,724 requests 
for advertisers’ 
literature 


HE INTEREST TEXTILE MEN are showing 

in new equipment and methods is 
terrific. It’s one of the healthiest business 
signs you can look for. 

Each month TEXTILE INDUSTRIES re- 
ceives hundreds of requests for more in- 
formation on new equipment items and for 
manufacturers’ literature listed in our 
“Helpful Booklets” feature. Total cards 
from readers last year was 12,724. Thou- 
sands more went direct to manufacturers, 
for their address is given with each item 
listed. 

There are reasons why your literature 
gets this more active interest from 
TEXTILE INDUSTRIES readers. TEXTILE IN- 
DUSTRIES is exceptionally strong with man- 
agement and production men — men active 


in the mills, men who are responsible for 
mill performance. 

These are the men your literature is 
written for — the same men you want 
your advertising to reach. And more mill 
men in U. S. A. and Canadian mills read 
TEXTILE INDUSTRIES than any other textile 
journal. 

Net paid circulation is teamed with Di- 
rected Distribution to give you this more 
productive coverage of the men who will 
buy from you. The plan makes sense — so 
much sense that it is building a record of 
inquiry and sales response unapproached 
in textile advertising. Advertise in TEx- 
TILE INDUSTRIES. You'll see. 

TEXTILE INDUSTRIES, 806 Peachtree Street, N, E. 
Atlanta 5, Georgia 
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Is your literature in 


| pe this group? 


yi i 
, if fi j } tht 4 4 
14+ F ANUEYY * wT. ' | 
[i fe V\: STALK 
bolietio ab. 29 NY § 7 ‘ba Here is a splendid method of getting 
4 your sales material in the hands of 
YY ; See that TEXTILE INDUSTRIES get 
— copies of all your current and new 
material. It will be listed, without 
charge, in the widely consulted “Help- 
ful Booklets” feature of this magazine. 
Information on general industrial 
equipment and services, as well as on 
that specifically for textile manufac 
turing, is welcome. 
(Literature pictured is only a frac- 
tion of the total pieces currently listed 
in TEXTILE INDUSTRIES. ) 


actively interested prospects. 


4: af 
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CONDITIONING 


Textile Industries 
sells the textile industry 





more readers? 





Single vs. Double 


® THESE TWO ApS by Taft-Pierce 
Mfg. Co., Woonsocket, R. L, and 
Jones & Lamson Machine Co., 
Springfield, Vt., used two different 
layout techniques in the same issue 
of Machinery. 

Taft-Pierce used a single illustra- 
tion at top of ad. J&L split its il- 
lustration into two parts at top and 
bottom of ad. Which technique at- 
tracted more readers? See page 
152 
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New Taft-Peirce COMPUTING CompAlRator 
FIGURES AS IT MEASURES 


For measuring problems that involve determining 
two variable dimensions... then combining them 
ia a laborious caiculation, Taft-Peirce engineers 
now offer a valuable new time-and-ishor-saving 
tool. An air gage that does the whole job 
Measures. Computes. Aad indicates the result 
tastantly oo a single dial 

Typscal applic ations include determining desi- 
acion from desired degree of taper or angle 
center distatte without respect to hole size 
parallelism of angularity of shafts or bores Aad 
many others. 


For example, che three Computing CompAIR 


THE TAPT-PELQ CE MANUFACTURING COMPANY - WOONSOCKET, RHODE IStane 


4 MODELS 


B SCREEN SIZES 


ators above indicace ceater distance, bend, sad 
twist af conoecting rods. They do the work of six 
standard indicators, eliminate human error, and 
save buadreds of mag-hours every year 


For mare information on Computing CompAitiata: 
end many other tems, get yaw copy of the new 
Toft Pewce Hondbeot 


Unsurpassed Inspection Versatility 
JONES & LAMSON OPTICAL COMPARATORS 


Jones & Lamson Opn 


The Essence of ony Contret 


no and hard ase Ya fer bev 


© They meet the sequiceme 
© They gontacty « measure be ight 


© They are convenien 
© They opera ie 
@ They wil pie we een ine 
@ Severs! persons 


Jead oF spaciag. as well as angles ro degeees and muewies 


and memure the amen 
(+ wrrheat computation 
6 wondel 
enias ns reistionship to a mascer chart 


by char Pads vm at the ragmer teem 


© They will inspect sud measure sucface concumrs, as weil as profles of @bjecty such a type 


faces, sumpeng dies, ¢ 


f+» A complete line of STANDARD CHARTS 


ead FIXTURES is maiorained by 


ONES & LAMSON 


vackes, worn wols, or 


ones & Lamien Machine Compeny 
2. Clinton Street, Dept, 710 
| Springheid, Vermont, U.S A 
Phew wad Comporatee Cactaing No. #6 


= aaet Sn, 


Machime Toe! Crafromen COP a istsitptnenenineennnennnn 
Sewes iy 





“ae = LAMSON MACHINE COMPARY COMPARATOR Div. 
Sep. TO 


Sh, Springtiold, Vt. U.S.a. 
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S cROWING 


sii and in the right places 





NEW ENGLAND STATES- 4,248 Subscribers 


MIDDLE ATLANTIC STATES— 4,308 Subscribers 


SOUTH ATLANTIC STATES- 8,964 Subscribers 


EAST NORTH CENTRAL STATES- 787 Subscribers 


4 EAST SOUTH CENTRAL STATES- 1,329 Subscribers 
STATES WEST OF THE MISSISSIPPI RIVER~ 735 Subscribers 


THE ACCOMPANYING MAP is distorted in proportion to the 
amount of the textile industry in the major geographical 
oreas. Shown for each area is TW’s net paid circulation 
according to Dec. 31, 1952, ABC statement. 





DISTRICT MANAGERS 


Boston 16, Mass. — R. L. CHISHOLM, 350 Park Square Building 

Chicago 11, tll. — M. C. MacKENZIE, 520 N. Michigan Ave 

Cleveland 15, Ohio — JOHN G. SABELLA, 1510 Hanna Bidg 

Greenville, $. C. —- W. G. ASHMORE, 201 East Coffee St 

Dallas 1, Texas — JAMES CASH, First National Bank Bldg 

Los Angeles 17, Calif. — JOSEPH ALLEN, 1111 Wilshire Bivd 

New York 36, N. Y. — ARCH W. FISHER, 330 W. 42nd St 

New York 36, N.Y. — JOHN C. WHITE, JR., 330 W. 42nd St 

Philadelphia 3, Pa. —H. C. HARVEY, Architects Bldg, 17th & 
Sansom Sts. 

San Francisco 4, Calif. —J. W. OTTERSON, 68 Post St 

Tryon, N. C. — W. G. ASHMORE, P.O. Box 1337 











TEXTILE WORLD 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 


in circulation 

in readership 

in buying-power penetration 
in advertising volume 


DURING THE CALENDAR YEAR of 1952, 
TEXTILE WORLD’s paid subscribers 
in the South Atlantic States rose 17% 
to 8,964, the largest paid audience in 
that area ever assembled by a textile- 
mill publication. In the same 12 months, 
TW’s total net paid circulation rose 7% 
to the all-time high of 25,382. 

Thus the South, which is the scene 
of the greatest activity in mill building 
and modernization, is also the scene of 
TW’s greatest expansion. Such circula- 
tion growth reflects not only the mill 
expansion in that territory but also 
TW’s editorial cultivation of that vital 
part of its field. With its new Green- 
ville, S. C., office, the headquarters of 
its chief editor and four of his asso- 

ciates, TW now has more editorial strength in 
the South than has any other textile magazine. 
Skillful evaluation by these editors of trends 
and developments of which they obtain on-the- 
spot, first-hand knowledge makes “must” read- 
ing for the men responsible for establishment 
and operation of textile mills. 

TEXTILE WORLD’s management is com- 
mitted to the policy of producing the one com- 
plete and essential magazine for all textile-mill 
executives from overseer to president. The pub- 
lication has, by the same condition, become the 
one complete and essential magazine for the 
sales messages of those with products and serv- 
ices for this important field. 

Your TW district representative will gladly supply details. Of- 


fices are conveniently located as listed. Write or wire the one 
nearest to you. 





258 ary 4 million pounds 
SF early 4 million pour 
of floor deadweight save 


Beam-Lok 
by using concrete file sion “nt 
on new Pennsylvania i “ 


on 
Pas 


“yarryiIne the new Western Extension of the fa 
( mous Pennsylvania Turnpike over the Allegheny 
River at Oakmont, this wide. four-lane bridge takes 
full advantage of the weight savings made possible 
by US'S I-Beam-Lok Steel Flooring 

The bridge consists of five truss spans, arranged 
in @ continuous cantilever pattern, and four girder 
spans in the north approach Its 2.179-foot roadway because of the use of this lighter weight floor 
contains 131,669 square feet of 4! ,-inch I-Beam-Lok U-S'S I-Beam-Lok also played an important role 
Concreted with *,-inch overfill, it provides a five in the drainage system of the bridge Unconcreted 
inch roadway openings, two feet i eight inches wide, were 
This 4',-inch concrete-filled 1.Beam-Lok with left at intervals alc utside of the two 26-foot 

4 inch overfill weighs only > pounds roadways 
foot Had eight-inch re 001 a This “modern floor for modern traffic” combines 
used. the weight per square foot light weight and reduced costs with roadway rigidity, 
wounds. ‘Thus, on the total area of the floor, 1-Bearr ease of erection, a smooth, hard surface and low 
maintenance costs. It is available in both concrete- 


filled and open types. Our engineers will be glad to 


' 

Lok saved # total of 3,884,235 pounds. And, in addi 
tion, important savings in weight and cost were 
r 


alized in the foundations and supporting members discuss its possibilities with you 


UNITED STATES STEEL COMPANY, PITTSBURGH PA 
COLUmENA GENEVA STEEL BOVISOM = TEMNESSEL (OAL & 1808 DIVISION 


U-S°S I-BEAM-LOK © 


Div. 1 ..U 


industrial campaigns 


@ Six first place awards for excellence in 
various types of industrial advertising 
have been presented by Associated Busi- 
ness Publications. 

The annual awards were presented by 
George L. Staudt, advertising and sales 
pr ti ger, Harnischfeger Corp., 
Milwaukee, whe was chairman of a panel 
of 18 judges . . all typical readers and 
creators of business publications. Mr. 
Staudt said: ‘The judges’ comments on 
specific ads prompt two generalizations: 
(1) never underestimate the intelligence of 
the business paper reader and (2) never 
underrate the effectiveness of continuity. 
Judges voiced such post mortems as 
‘These people always do a good job’. . 
‘Not up to their usual level’ . . ‘Why did 
they give up the type of ads they used 
for years? I used to read them every 





om 


month. : 

The men behind the award-winning ads 
analyze their objectives and results on 
these and the following pages. 
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Big photos, blueprints, data 


on costs sell USS to engineers 


Manager, Media & 


By Harold Hoffman 


copy ° U. S. Stee orp., Pittsburgh 


® THE AD for USS I-Beam-Lok 
Steel Flooring is one in our cam- 
paign for construction steels that 
also include USS Steel Sheet Piling 
and USS Steel H-Beam Bearing 
Piles. The uses of these products 
in the construction industry are 
certainly diverse . . yet all have one 
thing in common: they must be 
engineered into a construction job. 
Unless these products are specified 
in the original design, there is little 
chance of their being used in the 


actual job. That’s because they 
usually affect the design of many 
other parts of a construction proj- 
ect. 

For example, take the Pennsyl- 
vania Turnpike Bridge shown in 
the I-Beam-Lok ad. The use of 
lightweight steel flooring reduced 
deadweight considerably and _ nat- 
urally affected the design of the 
steel structure, the piers and the 
foundations for the bridge. 

That’s why the No. 1 buying in- 
fluence for these products is the en- 
gineer . . the fellow responsible for 
the design of the projects in which 
they can be used. 

And, that’s why all of our ads in 
this series are slanted to the engi- 
neer, full of facts and figures about 
a specific job that was done better 
or cheaper (or both) with one or 
more of these products. Photo- 
graphs showing the project and the 
product in use are essential. As an 
added fillip to the engineer, we 
almost always include a blueprint 
of some detail of the project. Be- 
cause the projects are sizable, they 
require large illustrations which al- 








Here's Proof of Performance... 


CREOSOTE OIL has kept 
these poles standing since 1904 





U-S‘S CREOSOTEON (© 
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THE WHITE MOTOR COMPANY = Cleveland I, Ohio 
FOR MORE THAN 50 YEARS THE GREATEST NAME IN TRUCKS 
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Div. 2 .. U. S. Steel wolked off with 


qaavertising 


most compel the use of spreads. 
The Pennsylvania Turnpike ad 
follows this pattern. The media 
and copy section of the U.S. Steel 
advertising division gets advance 
notice of new jobs from the spe- 
cialty sales division. Outstanding 
ones like this (not always the big- 
gest) are scheduled for advertising 
well in advance so that pictures can 
be secured. In this particular ad 
the construction shot was taken by 
a magazine and the photo of the 
finished bridge by a USS photog- 
rapher. The necessary factual data 
is supplied by our sales division, as 
well as engineers and contractors. 


New Push for Old Product. . 
The USS creosote oil ad aims at 
power companies, telephone com- 
panies, railroads and other users of 
wood utility poles. It is sold to 
wood-treating companies who pres- 
sure-creosote poles and other wood 
products and sell them to the even- 
tual users. 

Until recent years it has had lit- 
tle competition as a wood preserva- 


tive in the pole market. But since 


f maintenance equipment, materials. 


another first award for Div. 3. . Expert 


Agency: BBI 1d in operating 
the war at least one new wood pre- 
servative has been making a strong 
bid for the market. 

A big selling point for creosote 
oil is that it is the only pole pre- 
servative whose effectiveness has 
been proved by 50 years of use. 
The current series highlights this 
with case-history ads featuring in- 
stallations of creosoted poles in 
service more than 30 years (the 
usual depreciation period for poles). 

The gathering of case-histories for 
difficult. 


types of 


this campaign is rather 


Systematic records of 
treatment and species of wood used 
were not kept 30 or 50 years ago. 
Thus, our “leads” on old installa- 
must from diverse 
Old trade magazines and 
technical 


been good sources. 


tions come 
sources. 
association papers have 
Some of our 
wood-treater customers, who pres- 
sure-creosote the poles, have been 
in business for a long time and they 
have provided information on their 
Our salesmen often se- 


cure leads from utility, telephone 


early sales. 


and railroad company employes. 
The most promising leads are as- 


= 


PAYLOAD 
A a 


WHITE 3000 for Jat Engine Show 


FIND OUT WHAT IT MEANS TO YOU 








signed to one of several photo-re- 
porting services or are covered per- 
U.S. Steel 


personnel for story and 


sonally by advertising 
pictures. 
The lead on the Jamaica Bay story 
in the award-winning ad came from 
an old trade-paper story, and de- 
tails and photographs were secured 
through a photo-reporting service 


White's tie-in ads get 
merchandising cooperation 


By J. N. Bauman Vice-President in Charge 
f Sales * White Motor Co., leveland 
® ouUR campaign objective in busi- 
ness papers was to win acceptance 
of a new line of trucks of sub- 
stantially higher price . . and to 
justify the buyer’s heavier invest- 
ment 

We initiated a 


carefully tailored to specific markets 


wide campaign, 


A merchandising program  pro- 
vided follow-through for our field 
This 


poster 


sales organization. included 


mailed reprints, sizes for 
point-of-sale, and use of the four- 


color illustrations on postal cards 
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Spacious oil reservoirs Roomy terminal box hes strong, lightweight heses oF 
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STURBTI— Ane 
£ iw ete hee it 


you see ten good, basic reasons for using the all-new G-E UGHTER ... 
motor onght now! And at your ngbt are four big “plus 
reasons perhaps even more umportant to you 

Completely diflergnt thie general 
purpose motor gives you full NEMA performance plus up to 5. 


completely fun tumal 


fons wright, 0% leas bulk — rating for rating 

You get efheiency, sturdiness, extra long life . . . plus quiet, all 
ongle operation in every rating’ 

Now you can improve your product, speed assembly time, cw 
sour handing and shipping costs 

Want more good reasons for asing this new motor? Contact your 
nearest CE Apparatus Seles Other or write for bulletin GEA 5% 


Address Section 700-121 General Blectne Co., Schenectady 5.N_Y 


GENERAL @® ELECTRIC 


n first award mponent parts. Agency: 


GAGE USERS REPORT 
GRAPH-MO OUTWEARS 
OTHER TOOL STEELS 3 101! 


below, the gage size at the end of that time meas 


Div. 4. . Timken 


materials 


reason 
primary lass. 


< 


for salesmen, conventions and ex- 
hibits. 

The campaign with 
the company being featured in the 
advertising. For example, the Philip 
Morris ad, featuring a White “3000” 
in service at this company’s fac- 
tories in Richmond, made good use 
of the familiar “Johnny” and 
Philip Morris provided Johnny’s 
services in White “3000” at 
number of our sales outlets for spe- 


was tied in 


Reports from gage users who have swuched to Graph 
Mo” steel gages show that Graph. Mo outwears other — ured within ten millioaths of ao inch of is original 
tool steels an average of three to one! dimensior 


Graph Mo wears bewer because ut contains free 

graphite and diamond hard carbides. This structure 

gives excellent resistance to abr 

tendency to pick up, scuff, or gall. Tess on Amsler 
" Li 


Wear Machine show Graph Mo has twice the resistance 


1998~1.73997 
to galling when compared with ordinary wol steels 1931 ~1.73995 
MAAcwines PasteR You can always tell Graph Mo by its “graphitic look a a 
the Ony, scattered, parallel marks barely visible or 


This 


( oomangt Pressure Ma 
the surface of a 


chinability tests show 
at Graph Mo ma 
tamer thar 
other wol weels Thi 
1s due to Graph Mo's 
Rraphun partictes 
feature @huh os excle 
we with Graph Mo 


GREATER STABILITY, TOO! 


meavured at frequent interse 


raph.Mo As 


show 


gree made of € 


mken 


by the hy 


TEARS AMEAS- THROUGH EXPERIENCE ame eEstaRCH 


piece of polished Graph-Mo 


builtin ‘trade-mark’, the result of free graphite in its 


woture, can tbe duplicated 
in other steels Look tor it 
INSIM BPOM i, HERE UME yo 
buy gages 

informauon on 
2 Timken gra 


For turthe 
Graph Me 
phitie coe 
limken Roller Bearing Com 
peny, Steel and Tube Dive 
amon 6, Obie 


PIMROSCO 


raph shows graph 
Cable ie Grape 


SPECIALISTS IN FINE ALLOY STEELS, GRAPHITIC TOOL STEELS AND SEAMLESS TUBING 


Marketing 


cial promotions. 

The advertising has repetitive or 
lasting qualities, too, as many of the 
reprints and posters are still being 
used and distributed months after 
the advertising appeared 


Timken campaign overpowers 
a strong customer bias 


By S. T. Salvage Advertising 


Timken Roller Bearing 


® BECAUSE industrial gages have 








“Increased reliability 
of mechanical parts 
such as compressors” 





Div. 6 . . Westinghouse atmosphere 


long been made from tool steels that 
take a shiny unblemished finish, 
gage makers and users have come 
to associate a gage’s quality with its 
mirror-like finish. 

Some gage makers have been re- 
luctant to use Graph-Mo steel be- 
cause gages made from it have 
streaks in the finish. This is caused 
by graphitic particles which actual- 
ly give Graph-Mo an advantage 
over other gage steels in wearabil- 
ity, stability and machinability (the 
three important qualities of a gage 
steel). 

After studying all aspects of the 
problem, it was recommended that, 
despite the prejudice against the 
appearance of Graph-Mo steel, it 
should be featured as an indication 
of a superior product rather. We 
shunned playing it down or apolo- 
gizing for it. 

To get this message over to read- 
ers as quickly as possible, a news 
type of headline and format was 
used in the ads. The leads were 
devoted to explaining the reason 
for the dull, streaked appearance. 
The closing portions of the ads were 


ress wins award for best public relat 


devoted to test results comparing 
Graph-Mo to other types of tool 
steels. 

After the campaign’s appearance, 
Timken reported _ that 
complaints from gage makers and 
users about the peculiar appearance 
of Graph-Mo gages largely disap- 
peared. There was also a_pro- 
nounced increase in the sale of 
Graph-Mo to gage makers. Timken 
salesmen credit the advertising 
campaign for ianding at least one 
important customer they had been 
unable to sell by repeated personal 


salesmen 


calls. 

Gage makers using Graph-Mo re- 
ported that the advertising cam- 
paign played an important part in 
building greater acceptance for 
Graph-Mo among their customers, 
the gage users. 


Westinghouse ad ‘catches up’ 


in a fast moving industry 
By S. G. Symons 
plication Data & Training 

ise 


® BEHIND the Westinghouse award- 





construction How well they have developed a th 
able shrouded steel stationary blading on the compressor 
dramatically demonstrated by Banshee performar 

For the fact 
the Banshee (with Westinghouse J 44 turboye 


there has not been a single 


of stator blade damage. Breakage at this pot 
of course, ripping out all the other blade 
Westinghouse construction avows a comp 
may bend if hit, but won't tear out 
the shroud 

Lighter, more durable jet engines, like the powerful 
which recently passed the Defense Department's grue 
qualification test, will aid our country’s defen 
jet aircraft problems remain to be solved, Westinghouse axial fe 
design, proved over Korea, points the way to the 
future jet fighter and transport problems 

Westinghouse 1s investing of dollars and 
to help build American jet-propulsion leadership. Jet engin 
produced at South Philadeipme and Kansas City 
Westinghouse, Amerna's Jet Engine Proneer 


THE SCOPE OF WESTINGHOUSE IN AVIATION 


Bask sirerett wvem 


you can 6¢ SURE...iF irs 
Westinghouse 
NQ@7” 








winning ad was the fact that the 
company’s advertising to the avia- 
tion industry has been fragmentary 
since World War II. Thus a burden 
of “catching up” with a fast moving 
field was imposed on this series, de- 
spite the company’s impressive con- 
tributions to the military services. 

A survey of the jet transport 
market led to the conclusion that 
we could best render a service to 
the industry and at the same time 
advance our own story by frankly 
presenting the problems to be 
solved. From this the campaign 
emerged. The objective: to in- 
crease the company’s recognition as 
a leading supplier of electrical, elec- 
tronic and jet engine equipment to 
the aviation industry. 

A mail piece was made of the ad, 
offering the art work suitable for 
framing. Results showed a 10% re- 
turn on the mailing. Some 850 re- 
quests for more than 1,000 prints of 
the art work were received. Re- 
turns were from a good cross sec- 
tion of the industry, including man- 
maintenance 


agement, production, 


and operations. 
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Sales Tips from Industrial Purchasin 1g Agents 


“In the interest of good supplier relations, 
it is our policy to see all business callers, 
without exception, and to give each one 
whatever time may be required for a fair 
presentation of his product. But we ask 
sales people to space their calls with a 
reasonable interval, according to the im- 
portance of the product, whether they 
have new information of interest to us, 
and with due regard for other factors 
which may require more or less frequent 
visits. Time is important in both purchas- 
ing and selling, and this reasonable con- 
sideration saves time for both of us,” says 
George A. Fay, Director of Purchases, 
Addressograph - Multigraph Corporation, 
Cleveland, Ohio. 


“We consider the well-informed salesman 
an important asset in our purchasing. We 
solicit his advice on new and _ better 
products and cost reducing alternatives. 
We believe the salesman should know 
how and why we use his product, and 
be alert to improvement possibilities. His 
information on deliveries, prices, and 
price trends is expected to be accurate. 
We enjoy doing business with the sales- 
men who measure up to these standards of 
service, who show a cooperative attitude 
and a desire to do more than an order- 
writing job for us,” says R. E. Anderson, 
Purchasing Agent, Harnischfeger Corpo- 
ration, Milwaukee, Wisconsin. 





“My first tip to any salesman would be: 
Don’t be a poor loser! Selling is competi- 
tive, and most companies submit orders 
for more than one bid. Someone will get 
the order; others will lose it. The salesman 
who tries to make the purchasing agent 
feel that he has acted unjustly is hurting 
himself. Instead, when on the losing side, 
find out why your bid was not accepted, 
get all the other information you can, 
and be better informed in quoting for 
future orders. Be constructive and cheer- 
ful; it will pay dividends the next time,” 
says A. J. DeCarlo, Manager, Materials 
and Production, Carboloy Department 
of General Electric Company, Detroit, 


Michigan. 


PAs have more confidence 
in advertised products 





Naturally, the more thoroughly the PA knows your company and 


its products, the better your chances are of becoming an acceptable 


supply source. 


Your advertising in PurcuastnG helps build confidence in your com- 


pany and in your products 


confidence that is an essential element 


in every buying decision. That’s why PurcHASING is the basic publica- 


tion on so many industrial advertising schedules. 


PURCHASING, 


205 East 42nd Street, New York 17, N. Y. 
Offices in Chicago, Cleveland, Los Angeles. 


When you think of 
selling...think of 
PURCHASING 


@ oa 


The basic magazine on any industrial advertising schedule! 
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copy chasers 


Is hysteria in office equipment 
advertising dying down? 


® THERE MUST BE something about 
office equipment that excites un- 
duly the advertising man’s muse. 

No category of product sold to 
industry or business has _ inspired 
creativity to such wild . . and, iet 
us say, ridiculous . . flights of im- 
agination. 

Is it because advertising people 
work in offices and have at some 
time been frightened by the things? 
Is it because there is nothing spe- 
cific to say, so the creative man has 
to run riot with fancy? Or are the 
manufacturers themselves . . the 
clients . . infected with some sort of 
mass hysteria? 

Office equipment advertising is 
the “bebop” of our art. 

Regardez: 

The whacky Comptometer ads 
(Felt & Tarrant) .. which, inciden- 
tally, usually make some interesting 
reading; 

The R. Taylor cartoons for The 
McBee Company; 

The Monroe animal series; 

The campaign Moore has _ been 
running showing preposterous sit- 
uations a secretary gets into due to 
inadequate forms. 

The screwy “attention-getters” 
Remington-Rand uses . . such as a 
man sitting in a bucket with the 
headline “At Sea About How to 
Meet Today’s Secretarial Short- 
age?” 

Royal Typewriter’s angel. 

And so on. 

But we think office equipment 
advertising is improving. 

There are still some uses of trick 
devices to capture attention, still 
some illustrations . . in the refriger- 
ator tradition . . of office personnel 


admiring a new piece of equipment, 
and a preponderance of gay head- 
lines . . but progress shows, too. 
We seem to have a bigger collec- 
tion of Remington-Rand ads than 
any other, so let’s look at them first. 
The Electri-conomy 
campaign gets the fantasy treat- 
ment. Attention-getters are humor- 


typewriter 


ous drawings of executives worry- 
ing about the secretarial shortage 
.. the man in the bucket, just men- 
tioned, and the man in a shaving 
bowl (“In a Lather . . about How 

etc.”). We think they’re just 
plain silly. 

An ad on the “Super-riter” type- 
writer shows fingers dancing over 
the keys (keys labelled Tested 
Touch) to the tune of 
Head- 


Tempo 
musical notes and letters. 


dik 


as inserted 





aa 


line: “She’s Got 
what 


Rhythm”. We 
can’t learn “Tested Tempo 
Touch” means, because the copy 
just describes it as “a truly re- 
markable innovation in typebar ac- 
tion and key design (which) makes 
manual typing faster, easier, and 
truly rhythmic”, and then goes on 
to a “and that isn’t all” deal. 

“The executive in a predicament” 
theme is used in the printing cal- 
culator campaign, too. Sample pre- 
dicaments: 

man flying in air reaching for 
trapeze “If you're reaching for 


more accurate inventory figure 
facts...” 
man fishing . . “If you're casting 
about for greater figure-facts pro- 
duction .. .” 
man with spade .. “If you're dig- 


ging for faster prorating methods 


Copy, once you get by such ob- 
vious “leads” as “There’s nothing 
fishy about the superlative figure 
production record of the Reming- 
ton-Rand Printing Calculator” and 





about how to meet today's secretarial shortage? 


Kt 


Flt: Conny 


PRencnahrnaptirns, Ward. 595. 11411 want om ver enviens 





on her New Remington 


cet Temes neem 








Just plain silly 


Nothing fishy? 
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WHAT'S IN 
THIS SYSTEM? 


Here are some of 

the materials and 
components that were 
design engineered 
into the new 
Underwood electronic 


computer, Elecom100... 


Aluminum 

Ammeters & Voltmeters 
Blowers 

Brass, Bronze & Copper 
Capacitors 

Ceramics 

Circuit Breakers 
Clutches 

Coils 

Contacts 

Crystal Diodes (2,000) 
Dials 

Die Castings 

Electron Tubes 
Fasteners 

Fuses 

Gears & Pinions 
Lights (Indicator) 
Magnetic Tape Unit 
Mica 

Motors (Fractional HP) 
Plastics 

Push Buttons 

Relays 

Resistors 

Solenoids 

Steel Sheet 

Switches 

Timers 

Transformers 

Voltage Regulators 
Wire & Cable 








This new digital computer is a 
SYSTEM ...a single unified 


' s <r. gs est EE mW | electromechanical design. But 
y it couldn't have been made... to 

give business new “brains”... 
( OW olroromechanical, system ) without new electrical knowledge 


Engineers are turning out the new machines of this automatic age 
at a mighty fast clip. Now we have a new “brain for business’. . . 
a practical electronic computer at a practical price... that tosses off 
science and engineering problems in milliseconds-per-operation. Next 
thing may be a pint-sized TV bringing Mr. Peepers to the small fry 
at a pint-sized price. 

Each new machine, appliance or piece of equipment, however 
complicated, is a single integrated system. It combines basic mechan- 
ical principles with the newest electrical-electronic techniques. 
But the plain fact is, the whole design hangs on what's cooking elec- 
trically. And to solve every part of the design problem, the engineers 
in charge of product development must have a raft of detailed facts 
about new components and what they do... new materials and 
how to use them... new techniques and how to apply them. 

That’s why engineers give the closest and most searching study to 
ELECTRICAL MANUFACTURING ... no matter what other magazines 
they read. ELECTRICAL MANUFACTURING analyses the whole electro- 
mechanical product design for them, in terms of today’s performance 
demands. It explores every active area of movement in the field ot 
product design .. . automation, miniaturization, hermetic sealing, 
cycle control and dozens more. 

Right now, the rnanufacturers of electrically operated products are 
working on more new ideas than anyone who sells the field can dream 
of. This is a booming market. Whether the economic curve wavers up 
o¢ down, this field is bound to keep humming, developing new and 
improved types of machines, appliances and equipment—not just 
for industry or just for defense—but under heavy pressure from both. 

ELECTRICAL MANUFACTURING, pioneering with the engineers, is also 
an important ‘‘brain for business,” slicing man-years from the time it Electrical 
once took for new technology to make its way to production lines. Be- Mlanufactu ring 
cause it’s read with sharpest interest, ELECTRICAL MANUFACTURING se//s ae 
more of everything that goes into the whole electromechanical system. 


The essential magazine for 


every engineer designing 


$44) Carrom Rawphngs 


electrically operated products 


Magner: Ametitio tee 


THE GAGE PUBLISHING COMPANY «© Publishers to Industry Since 1892 + 1250 Sixth Avenue, New York 20, N. Y 
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Cuts 
Photocopy 
time to 

SECONDS 
AMAZING 


PORTAGRAPH 
TRANSCOPY 


Your decisions-faster-with KARDEX | reve 


simple to oper sie 
Ines pensive to use! 


CHECK THE EFFICIENCY OF HER FILING TOOLS! 


008 net corny ot Rewpert Se 
at ey Beek f ompns 





Remington Mand 





‘MWaltonals save us $125,000 yearly... 


repay their cost every year!” ncurne mma company 





THE NATIONAL CASH REGISTER COMPANY, oe 





“You'll fly through your inventories 
with the greatest of ease”, is pretty 
good, but we wonder how much in- 
terest is killed off at the start by 
those illustrations. 

The tendency to play on words is 
observed in other campaigns. Sher- 
lock Holmes and a magnifying glass 
are used in an ad which says, “The 
Remington-Rand All-Electric Add- 
ing Machine is no secret to the 
many office efficiency sleuths who 
have detected its feature-full per- 
(Ouch!) A hand being 
hand as it 


formances.” 
grabbed by another 
reaches for a stack of money illus- 
trates the headline, “Arrest Pur- 
chasing Waste.” 

In fact, most Remington-Rand 
copy gives the impression of being 
mass-produced by somebody who 
knows a little about advertising but 
not enough. This lead sentence: 
“The Remington-Rand All-Electric 
Adding Machine is in tune with to- 
day’s tempo.” Cartoon of a man 
tearing his hair while the whole of- 
fice pulls papers out of files. The 
classifical picture of scales . . “Cost 
of Acquisition” balancing “Cost of 
Possession”. 

Two Remington-Rand ads we do 
like: 

1. Big square-up of man at desk 
holding phone with one hand, Kar- 
dex file with another. Headline: 
“Your decisions faster — with 
Kardex.” “Just one mo- 
I'll give you the answer .. .” 


Lead: 
ment 
(and he knows his decision is go- 
ing to be right, based on complete, 
accurate data.)” The situation looks 
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real, the headline holds a promise, 
the copy lead attacks the problem. 
2. A 1/3 p ad that reads like this: 


Plus coupon. 

That ad really interests us! 
The “Who Uses” Theme 

Burroughs goes in for full color 
and famous customers. The cam- 
paign on accounting machines dis- 
plays the products of customers 
(Hershey bars, Parker Pens, Gil- 
bert toys) plus a model being very 
happy with her Burroughs Sensi- 
matic (how this business goes for 
trade names!) But we don’t think 
it’s enough to get the satisfactory 
coupon response which the brief 
copy aims for. All we learn is that 
the machine has “outstanding speed, 
accuracy, versatility and efficiency” 

and what office machine adver- 
tiser doesn’t claim those virtues? 
The microfilming campaign is like- 
wise . . more space for the custom- 
ers than for Burroughs. 

National Cash Register also goes 
in for full color and famous cus- 
tomers; unlike Burroughs, one cus- 


Effective 


tomer per ad. Also unlike Bur- 
roughs, each ad tells about results 
in the customer’s office and the cus- 
tomer’s products are shown as a 
backdrop. Headlines are more or 
less standard: 

“Nationals Save Us $48,000 a 
Year” National Biscuit Company 

“Nationals Save Us _ $125,000 
Yearly” Holland Furnace Com- 
pany 

“Nationals Save by Their Cut 
Every 2 Years” — Stix, Baer & 
Fuller 

Then follows a signed testimonial. 
Brief copy sums up the story. 

Very effective, and done by Art 
Richmond, McCann Erickson, New 
York. 

The Friden campaign has always 
impressed us favorably. We've 
liked the distinctive and distin- 
guished layouts, the excellent ty- 
pography, and that fine phrase, “The 
Thinking Machine of American 
Business”. 

Copy is good: 

The figure-work of any size or type of 
inventory is handled by the Friden fully 

tomatic Calculator with fewer operator 
jecisions than on ny < ther calculating 
machine. The Friden “remembers” 
produces both individual extensions and 
1ccumulated totals in a single operation. 

This is only one example of Friden 
figure thinking”. Invoices and payroll 
interest and percentages. . figure prot 
lems of engineering and _ production 
these and other computations are proc 

sed swiftly by the Friden. So auto- 

that no special operator train- 
quired. 

isiness becomes instantly more 


when Friden takes over the fig- 





you name them 


...We have them! 


Name the important men in the Chemical 
and Process Industries—the presidents, vice- 
presidents, general managers . .. works execu- 
tives, production managers, chief engineers 


Z \erooucnon MANAGER . .. directors of research, directors of plan- 





ning and development . . . chemists and 
chemical engineers: 


Yes, name them . . . and Chemical and Engi- 
neering News has them! 


..- because Chemical and Engi- 
neering News is the one mage- 
zine that brings them complete, 
up-to-date news developments 
in the $85,000,000,000 Chem- 


ical and Process Industries. 


You reach 75,000 important men in these 
industries... important buyers and specifiers 
of the products you sell... at the lowest cost 
per thousand, in 








Something For Everybody. . 
| 3G 
the complete newsmagazine 


@ of the chemical world 


An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


*° CHICAGO -¢ CLEVELAND «+ SAN FRANCISCO + LOS ANGELES + SEATTLE + DALLAS + DENVER 
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he most powerful 
industrial magazine, 
“inthe world 














For 52 weeks, year in, year out since 
1855—that’s 5,044 separate issues—The 
IRON AGE has been a dominant factor 
in your mightiest market—metalworking. 


The IRON AGE has always led its indus- 
try. It delivers the news of metalworking 
| with alacrity. Its voice is heard in many 

a major management decision. Its repu- 
tation for accuracy is impeccable. Its 
authority is renowned. It is far and away 
the most quoted publication in industry. 





It has been outspoken and fearless. It has 
on occasion knocked heads together for 
the good of the industry. Nor has it been 
afroid to look at its own product :ritically, 
and to invest substantially in editorial 
research, for a newer, brighter, better 
IRON AGE. 


The IRON AGE’s incisive editing delivers 

97% of metalworking’s buying power 

to your door . . . covers more manage- 

ment buyers in administration, produc- 

tion, engineering, purchasing than any 

other standard-size metalworking mag- 

| — azine ... sells 50% more paid subscrip- 

je ¥ tions than the next weekly . . . renews 8 

\ I hh onAige out of 10 subscribers . . . is No. 1 on most 

ne readership studies . . . and costs the least, 
$11.50 per page per thousand. 
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Don’t even try to match it—just make the 
most of it! 
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the Thinking Machine 
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Gimmick 


There’s a lot left unsaid, as in the 
Burroughs case, to be sure, but a lot 
of bait is thrown out, and there’s 
also this hook: 

Isn't it time for your business to figure 
on a FRIDEN? 


working with your own figure-work r 


Before your eyes 


tines, however specialized . . . your near 
by Friden Man will demonstrate immedi 
ate time and cost savings made possible 
by the Friden fully-automatic Calculator 


See this demonstration! Friden sales, in 


‘ 


struction and service available through 


the U.S. and the world. 


Friden advertising is handled by 
J. Ross Hardy, copywriter and Ted 
Lyon, Art Director, J. Walter 
Thompson, San Francisco. 

Trade Characters 

We've also always liked Address- 
ograph-Multigraph’s “Paperwork 
Pirate”, and before you jump us by 
calling that a gimmick, let us say 
we think it’s a good one. The 
“pirate” has become an Addresso- 
graph-Multigraph trademark, in ef- 
fect . . and one of the best ones in 
business paper advertising. 

But A. B. Dick has a character 
coming along, who if handled 
properly might challenge the 
pirate. He’s Mr. Tuggleby (at least 
that’s what he’s called in one ad), 
who represents the man who bought 
a mimeograph. As pictured, he’s 
not exactly the type the average 
reader would probably visualize 
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himself as, but he’s ingratiating. 
Here’s how he’s handled in an ad 


illustrated by a copy of a booklet: 


ind so he 
made a thorough investigation 
sult he learned of new ways t 
and money and to the mplete 
faction of his secretary. 

If you have similar need we w 
like to send a free py of the booklet 
“How Mr. Tuggleby Bought a Mime 
graph The book itself is a sample 
MODERN mimecgraphing Simply 


the coupon below 


In another ad, Mr. Tuggleby is a 
Headline: “If 


minister, no _ less. 


busy — what 
Well? The an- 


swer is in pictures and captions: 


you. think 
about ministers?” 


you re 


= 


Copy answers “How Do They Do 
It” . . with the help of Mimeograph. 

Isn’t that a pretty narrow ap- 
proach? You might ask. We might 
answer, Yes, but the message is 
presented so good-humoredly we 
get the feeling of being “won over” 
by a very likeable company. 

We were also attracted to two 
small-space ads on folding ma- 
chines. Headline (“How to Save 
Folding Money”) and copy are 
identical; only difference is the use 
in one illustration of a girl operat- 
ing the machine, in the other of Mr. 
Tuggleby holding up some folded 
paper. We wonder which ad pulled 
the greater number of inquiries. 

We suppose you saw the way A. 
B. Dick stole the January 26th issue 
of Time. Two full page ads and 
three two-thirds page ads on five 
consecutive pages. Layouts similar, 
illustrations similar (in handling), 
headlines similar: 

What’s new about MODERN mime- 
ographing? 

What’s new in office duplicating? 
What’s new in spirit duplicators? 
What’s new in impression papers? 
What’s new about MODERN mech- 


a 


anized folding? 





& Is you think youre busy. 
what about ministers ? 














Mr. Tuggleby goes to town 





. and he’s good humored 











“DOES BUSINESS PAPER 
READERSHIP FOLLOW A 
SEASONAL PATTERN 7?” 


Survey Show... 


NO REPEar 
ED 
PATTERN : 


FOR ANY ONE 


EASONAL 
RESPONSE 
MAGAZINE 
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First year response 
Second year response 





Two-Year Comparison of Reader Service Response to Literature Offerings 


NOTE: For eoch magazine an index of 100 was established representing the average monthly return for that individual publication 
The indices therefore show how che month-by-month return for each publication compares with its average for the year 
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As one index of whether there are seasonal trends in 
reader interest, monthly ‘‘reader service’? card response 
for seven McGraw-Hill publications was analyzed for a 
two-year period. These were compared to see if there 
were seasonal patterns for any single publication. Count 
was of cards sent in, not number of items requested. 

As shown on the chart, there was no general pattern of 
high interest in one season for any one publication. This 
suggests that, if such patterns do exist, they are not 
strong enough to repeat themselves year by year and 


that the degree of response is more likely to be dictated 
by the interest of the readers in the literature offered. 
’ * + 

The above report is only a portion of a new, extensive 
study on reader response. The full report is contained in 
our Research Department’s Laboratory of Advertising 
Performance Data Sheets #5122, 5123, 5124. If you would 
like copies, or if you want facts on other subjects related 
to business paper advertising, performance and effec- 
tiveness, ask your McGraw-Hill man. 
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Dam, world’s fourth largest. The three prime contractors 
in this joint-venture receive 91 copies of News-Record every week. 280 subscriptions to E N-R go to the Bureau of Reclamation. 





GLASS UNDER GLASS 
at the new Lever Build- 


a & 
$80-Million Per Day 
ing in New York. Under 


Construction men will spend more than $30-billion j the glass exterior ts cal- 
in 1953 on projects like these. Each project will Ma lular glass for insulation. 
be a new adventure—will never have been done , wn E N-R was there every 
before and will never be done again under the | sea week during construc- 
same circumstances. é eo tion. Subscriptions go 
New and unique problems will pop up—in labor 3 like this: owner—2; archi- 
relations, in financing, in logistics, costs, legalities, — tect—22; consulting engi- 
governmental policies, equipment maintenance, neer—2; contractor—107; 
materials availability and so on. But all these en Se eREy. 
problems will be licked by the same type of people, 
applying the same fundamental principles and 
using the same materials and equipment. Thus, 
each project, though unique, will really be just 
a re-shuflle—a new combination of many common 
elements. 
One of these common elements wherever men 
are building is the weekly copy of Engineering 
News-Record. Because it reports all the news of 
all the forces and factors that are construction, 
it's the only publication that helps these heavy- 
spending men with all their problems, on all their 
projects. That’s why, wherever and whenever buy- 
ing decisions are made, FE. N-R is there. 
Consistent advertising in Engineering News- 
Record can pre-sell your product before a project 
is announced and continue to sell it all through 
the construction process. Your Engineering News- 
Record salesman can give you additional proof. 
Call him now. 


EN-R Is There—Are You? 


COSTLY CURLICUES. 118-mile New Jersey Turnpike cost almost 

$2-million per mile. NJTP Authority made a readership survey 

among the 37 firms who built the high-speed highway—result 

was News-Record, ten to one, for most useful publication. When 
contracts were awarded, firms who got the business were already 

Pe receiving 636 copies of E N-R every week. By the time the road 

was completed, E N-R was there with 1,007 paid copies weekly. 


A McGRAW-HILL PUBLICATION—ABC—ABP 
330 West 42nd St., New York 36, N. Y. 





CONSTRUCTION MEN PREFER E N-R. $55,000,000 building construc- 
tion firm has worked in fifteen states in past two years. All levels of 
management, executive and supervisory personnel surveyed by its own 
management as to reading habits. Here are zesults: 


Ist Choice Total Votes 


ENGINEERING NEWS-RECORD 


~--vmnnn 2nd CONSTRUCTION PUBLICATION 
_. ... 1st ARCHITECTURAL PUBLICATION 
Ist ENGINEERING PUBLICATION 
3rd CONSTRUCTION PUBLICATION 
2nd ARCHITECTURAL PUBLICATION . 
nn I GENERAL NEWS PUBLICATION ( aati oy leg, 
___ ist GENERAL BUSINESS PUBLICATION = oF 
Ge eas oak a . MASS BUT MODERN HOUSING. Parklabrea in Los Angeles, 
A gc etene oes Suemetse PUBLICATION one of three modern housing developments owned by a major 


aoc SE sets th id insurance company. In addition to 11 E N-R subscriptions to the 
Surveys conducted by more thon 30 other important construction firms show some pattern, contractor, the insurance company gets three copies every week. 





It really stole the issue, provided 
an un-missable of the 
A. B. Dick line, and impressed upon 
the reader that A. B. Dick now has 
a lot of advanced models. 

He who writes A. B. Dick copy is 
Reed Drummond, Fuller & Smith & 
Ross, Chicago. 


impression 


Features Featured 

Royal Typewriter gets so ecstatic 
over its “features” you'd 
think they were talking to the typ- 
Vogue office 
managers in Business Week. Catch 


various 


ists in rather than 


this lyrical copy under “Just Look 
at this Rugged Angel!” 


Royal points with pride to an amazing 
new “Mag Tabulator! Sensational new 


Extra Personalize 


features! No other 


these 


Carriage Contr 


Key! 17 time-saving 
+4 


typewriter offers all features 


Man or woman, boss or secretary, y 


have never seen an angel of a typewriter 


like the Standard 
And 
by Royal 


sturdiest 


new Royal 


what a rugged angel! It's 


makers of the finest 


asting typewriters ever |[ 


Picture-captions describe the 
“Magic” Tabulator, the Carriage 
Control (“No need to call in a serv- 
Extra 


ice man!”), the ‘Personal- 
ized’ Key”, 
Top.” 

12 exclamation points in this ad, 


(That one makes 13.) 


But no easy way to change a rib- 


and a “new Time-Saver 


' 
too 


bon (exclamation point). 

A later Royal ad is much better. 
Good headline: “Look! Just a 
Turn on the Knob Does It!” Copy: 


ight 


Dictating Instruments 
It’s 
when 


pretty difficult, we suppose, 


composing office equipment 
ads, to avoid using office scenes; so 
resorting to angels, 


(Comptom- 


you end up 
man-in-a-predicament 
eter has one with a man up to his 
eyes in snow to illustrate “Snowed 
Under” — he “has 
like 
he’s caught in a storm of red tape, 
figure work and record-keeping”), 


hard sledding 


these days; many executives, 


or just a picture of the product. 
But Gray Audograph gets away 
with not-very-exciting illustrations 
of office scenes by using some good 
“how to” headlines: 
How 7et M 
H 


WwW 


Copy is brisk and informative 

But dictating instrument copy is 
generally a bit too breathless for 
credibility. Dictaphone calls its new 
Dictabelt “brilliant” 


chine a and 


and its ma- 


“miracle”, it’s hard to 
believe that “remarkable new Dic- 
tabelt gives reproduction like F-M 
radio!” 

We like Edison’s “V.P.”, such 
headlines as “Meet the V.P.!", and 
“the new-fash- 


such subheads as 


ioned individual dictating instru- 
ment with the trim, book look... 
another Edison first!”, but we gag 


at such paragraphs as 


Some of the most buckeye ads in 
the business are produced by Amer- 
ican Photocopy Equipment Compa- 
ny. They look like hash, but that’s 
not saying they’re bad. 

Orderliness is a virtue in layout, 
but experience shows that orderly 
layouts often go with say-nothing 
copy, while “hash” layouts are al- 
most always loaded with sell. We 
suspect they get to be “hash” lay- 
outs because the copywriter puts in 
so many different elements that the 
layout man is licked. 

Anyway, American Photocopy ads 
look awful . . see cut . . but they do 
That's a 2/3p ad in the cut: 
the hooks that 


the reader in display 


a job. 
look at. all 


thrown at 


are 


type: 





NEW office copying d 


The new fashioned individual dictating instrument 


Leer te get more ovt of meetings 


with the trim. book book 


another EDISON firs: / 


| 


theres no companion 


ee 





coisohypifemerter 


__winttiny === aes 4° 


- ” 
Temas QO Ectioan.. 





You resorting to angels Well, the headline’s 


end uf 
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Q popular 


Wherever . . . whenever . . . busy production 
executives have a few minutes for reading metal- 
working facts and features, there you will find 
MODERN MACHINE SHOP. This authorita- 
tive publication goes out in the shop and a great 
many copies go home for careful reading of 
editorial material and advertising. 


To readers, it’s a handy-to-carry-and-read ‘‘pack- 
age’’ of the latest information on metalworking 
methods and equipment. The contents range all 
the way from a four page article that minutely 
examines a specific plant’s methods to a four 
line item on new equipment. 


To advertisers, it’s an economical ‘‘package’’ 
which delivers a selling message direct to pro- 
duction executives, men who buy or influence 
the buying of equipment and supplies for liter- 
ally thousands of the country’s metal working 
plants. 


With over 40,000 circulation, MODERN MA- 
CHINE SHOP reaches more of these important 
buying factors than any other publication in the 
metalworking field. As a matter of fact, MODERN 
MACHINE SHOP'’s “'plant circulation,’ 28,000 
individual plants receiving one or more copies, 
is larger than the total circulation of many 
“‘Jeading’’ metalworking publications. 


Put your money where your market is. Send 
your advertising “‘out in the shop’ with 
MODERN MACHINE SHOP for maximum 
readership and results. 


Write for new 48-page Media & 
Market Data File HIGHWAY 
TO METALWORKING 


ODERN MACHINE SHOP 
Cincinnati 2, Ohio 


431 Main St. 


ipa 
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Here’s the copy, all in one hor- 
rible block of sans-serif type: 


retyr 


yping 


Plus a paragraph pushing the 

book, reproduction of cover and in- 

side, and a coupon. 
This achievement came off the 


typewriter of David L. Elias, ac- 


count executive, Irving J. Rosen- 
bloom Agency, Chicago. 

We find two recent Coxhead ads 
in front of us, and you’d never guess 
they both came from the same shop. 

The first uses the somewhat ob- 
vious device of putting the coupon 
at the top of the ad. (We wonder 
if that encourages a poorer quality 
of return.) Headline: “He clipped 
this coupon and saved thousands of 
dollars a year on printing costs!” 

Here's the copy, and we like it: 


Almost any reader can identify 
himself with the man in that copy. 
The other ad shows us the Cox- 
head Vari-Typer against the back- 
ground of a highway. This goes 


along with the headline: 


Illustration area and half the 


headline wasted for the sake of a 
figure of speech! 

Then we read the opening para- 
graph — 

Thousands of the nation’s leading busi 
ness and industrial firms have cut printing 
costs from 25% to 75% through the use of 
Vari-Typer. 
and that’s so unbelievable, we 
turn the page. 

The Moore Business Forms ads 
are a desperate and expensive at- 
tempt to capture attention with ri- 
diculous full-color illustrations of 
secretaries trying to operate with 
such handicaps as boxing gloves. 
Too bad — copy is fine: 

or system that 

w and cost high! Rec 
jisorganized, information 

1ere couldn't be any teamwork 
re man was invited in. He 

J separate forms that were 
nfusion. In their place he de 
3-part Manifold B 


or a dozen purposes — a 


T = 
ok. It is used 


icil check says which One 


Personnel and Payroll; one 


»lephone Operator and Gate Office 


held. It saves 8 


The McBee campaign started out 
some months ago with some gen- 
uinely amusing illustrations and 
copy, but it has degenerated into 
such far-fetched stuff as 
road service truck lifting its own 
rear end out of a hole “Pulling 
Yourself Out of a Hole Can Be 
Easy” 
girl popping out of a TV screen — 
“Want a Clearer Picture of Labor 
Costs?” 
man on a plate being carved — 
“What's Eating You?” 

There are tie-ups, of course (mo- 
tor club, TV maker, restaurant), 
but everything’s a little strained. 

The Marchant campaign is pretty 

silly, too — relying upon such de- 
vices aS 
a_ heart: with 
Marchant’s 
super-automatic features.” 
a contract: “A Beautiful Partner- 
ship party of the first part ME, 
party of the second part MY MAR- 
CHANT.” 


How does creative (?) work like 


“They're in love 
invisible, indispensible 


that get by copy chief, account ex- 
ecutive and ad manager? 


The Copy Chasers 








In almost any line it pays to CONCENTRATE! 


Take advertising . . . spread it around, a little 
here, a little there, and you fail to make an 
impression anywhere. 


But, CONCENTRATE your advertising in The 
Journal and you are sure to make an impression, 
for The Journal will give you about 78° cover- 
age of any good list of the men in the oil 
industry. By advertising in the second oil paper 
only 12% mew readers are added, while advertis- 


ing cost per reader increases more than 7 times. 
If the third oil paper is added, unduplicated 
readers are increased by a mere 4%, while adver- 
tising costs per reader go up more than 19 times. 


As more and more men CONCENTRATE their 
valuable reading time in The Journal .. . you 
can be certain it will pay you to CONCEN- 
TRATE your advertising there, too! 

For . . . when both CONCENTRATE .. . both 
get RESULTS! 


PROVE IT YOURSELF ... Mail to your own list (up to 500)... your own letter 
asking questions on readership ... have replies sent to you... tabulate the returns 


yourself... then bill The Journal ... WE PAY THE COST. 


“Concentrate your advertising in The Journal... CONCENTRATION GETS RESULTS” 


@ @ 


TULSA @ NEW YORK @© CHICAGO @, HOUSTON 
PITTSBURGH @© LOS ANGELES @ ENGLAND 





Oil reserves in Arabia, Iran, Iraq and Kuwait are 
fabulous indeed. They are headlines today and have 
great international significance. 


However, manufacturers of petroleum equipment 
must never lose sight of the fact that Latin American 
countries to the south of us are considerably more 
important today as purchasers of production and 
refinery equipment because the Latin American 
countries produce substantially more oil and refine 
a great deal more oil than countries of the Middle 


East. 


Politically, economically, tradition- 
ally and technically, the Latin Amer- 
ican petroleum equipment market 
is more favorable for American 
manufacturers. 


Ask any Petroleo Interamericano 
representative to tell you of our 
service designed to assist those who 
wish to advertise to this important 
export market. These services in- 
clude translating service, direct 

mail service, catalog print- 

ing and distribution, 

market facts and ad- 

vertising copy aids. 





Latin America’s total daily produc- 
tion during 1952 was 2,314,300 
barrels :daily, compared with 2,- 
095,000 barrels daily in countries 
of the Middle East. 


Latin’ America’s refining capacity in 
1952 aggregated 2,180,200 bar- 
rels daily, compared with the total 
refinery capacity of the Middle 
East countries of 1,112,000 barrels. 





editorially 


How's Your Sales Planning? 


# No military leader ever sent an army into the 
field without a plan of action. Perhaps it wasn’t 
the best plan that could have been created, and 
perhaps it was too limited in concept . . but it 
was blue-printed and put into the hands of those 
who had the responsibility for its execution. 

In industrial marketing work, there are many 
sales operations which look good from the stand- 
point of what the books say. Writers of texts on 
marketing cover all the bases on market research, 
sales management, distribution and advertising, 
and those who follow these precepts have a basic 
program which should work. When it does not, 
it may be because the motor lacks the spark-plug 
of strategic planning. 

No sales organization ever enthused over rou- 
tine concepts of distribution and marketing. Either 
the product itself has toe be inherently exciting, 
or the excitement must be supplied by the kind 
of sales program that has been developed. It has 
to be something the salesmen and the distributor's 
salesmen can get their teeth into. They want to 
know that their customers and prospects will 
react favorably to the program they are being 
asked to carry into the field. 

Not long ago a successful sales executive told 
of a salesman phoning him from an outlying city 
to report that a new sales promotion program had 
resulted in customers button-holing him for more 
information about the product which was being 
pushed. He was calling on the purchasing agent 
of a big manufacturer when two other executives 
got hold of him and asked him to see them before 
he left. They had been greatly impressed by the 
promotion material on this new product which 
had come into their hands. 

In another case an advertising agency man who 
was working on a regional sales drive for an 
important manufacturer had the pleasant experi- 
ence of being told by a salesman that his dis- 
tributors were all agog over the current advertis- 
ing campaign. Wherever he went, he said, these 
houses were getting behind the product push be- 
cause they had been excited by the sales possi- 
bilities revealed to them by the promoticn. 

These two instances are examples of what hap- 
pens when there is a definite sales program, and 
when it is properly presented to the sales and 
distribution organization. The plan which makes 
advertising a part of over-all merchandising strat- 


speaking 





egy creates tangible results that salesmen can 
see with their own eyes. They don’t have to take 
the program on faith. 

Today’s merchandising means planning . . hard, 
careful, detailed planning which is as carefully 
thought out as the battle plans of a military lead- 
er. Sales volume and competitive leadership are 


the rewards of that kind of effort 


Census of Manufactures Is Vital 


® Reports from the Washington office of IM 
indicate that there are members of Congress who 
don’t believe in the importance of the Census of 
Manufactures and the Census of Business. The 
Bureau of the Census is asking for the necessary 
appropriations to take these censuses this year, 
but reports of hearings by the appropriations 
committee of the House suggest that Congressmen 
are not convinced that business men actually use 
the results of the vast amount of effort put into 
business censuses. 

Actually, the Census of Manufactures is prob- 
ably the most basic tool utilized by companies 
selling to industry. It contains the detailed in- 
formation which enables sales potentials to be 
measured and sales progress charted against the 
record of growth and opportunity in specific in- 
dustrial marketing areas. There is no substitute 
for the information which it contains. Much of 
the supplementary information developed by pri- 
vate sources would lose a large part of its value 
if the basic bench-marks provided by the Census 
of Manufactures were missing. 

The Census was formerly taken every two 
years, but after the postponement of several such 
studies during the second world war, it was de- 
cided to take the Census of Manufactures at five- 
year intervals. The latest was in 1948, and the 
current one will therefore provide opportunity for 
comparison with figures based on conditions as 
they existed five years ago. Certainly no Census 
of Manufactures should be compiled less fre- 
quently than that. 

The chances are that some money will be pro- 
vided for the 1953 Census, but it is to be hoped 
that industrial advertising and marketing people 
will make it clear to Congress that the Census of 
Manufactures is so vitally important, and has 
such continuing and practical utility, that suffi- 
cient funds should be appropriated to enable a 
complete job to be done 
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of the equipment, materials and supplies used by cereal lants are 
below. Each * indicates an item also used by other kinds of food plants. 





The cereal above the dotted 
line is the part consumers get for free. Plant management screams. 
But it knows the government is watching label weights—and high- 
speed filling just isn’t that accurate. So, painfully, food plants 
overfill their packages. But, look: here’s FooD ENGINEERING 
for March, reporting a new precision filler that cuts the give-away 
to 1/80-0z.—saving 65 lbs. of wheat flakes an hour. See how man- 
agement smiles? No wonder engineering has become a favorite 
pursuit in bakery, brewery, cannery, dairy, meat plant. No wonder 
it’s made food hot—one of your hottest industrial markets. 


FE hot editorial to the whole food industry, in- 
cluding cereal plants. For it’s one big market, where the same filler 
can save costs on cereals or sugar, on mixes or macaroni. With full, 
factual, show-how reporting, FOOD ENGINEERING helps each kind 
of food plant use the profitable experience of the others. 


That editorial formula has tripled FE’s all-paid circulation in 12 
years. It’s why the men who buy in food plants vote FE tops in 
every industry-wide readership poll. Builds markets, too: FE car- 
ries far more advertising than any other industry-wide food-plant 
magazine. And that volume keeps growing. 


let US fill your from the one billion dollars 


food plants are spending this year for new plant and equipment. 
It can be your steady diet; for the food industry is embarked 
on a technological revolution and faced with a rapidly-growing 
population (all eaters). Food plants will grow steadily, modernize 
intensively, for an indefinite time to come. 





Hot book. Hot market. 


A MCGRAW-HILL PUBLICATION 
30 WEST 42ND STREET, NEW YORK 36,N.Y. 
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comment on catalogs 


exhibits / motion pictures 
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Upside .. Easy-to-read Jabel gox 


f weldin 


increases sales 100% 


eA 
sale of welding 
Harnischfeger Corp., Milwaukee, in 
just a little more than a year 


packaging idea doubled the 


electrodes for 


Ordinarily electrodes are sold by 


the pound. The farmer, for ex- 
ample, who has a welding job to 
do, goes into the store and fumbles 
around the electrode box until he 
finds the size rod he wants. 
Besides the inconvenience of find- 
electrode, the 


ing the right size 


electrodes themselves . . exposed to 
the air as they are . . absorb mois- 
ture and tend to deteriorate. 
Harnischfeger solved these prob- 
lems with its “Farmpack” . . a 
packaging technique that wraps up 
a variety of rods in an easy-to- 
select bundle 
Around the 
of approximately 30 rods goes a 
label that tells the type of rod, the 


size, the approximate number in the 


ends of each bundle 


package and instructions for using 
the particular electrode. 
Each 


30 rods is about 12” long and each 


package of approximately 


contains a variety of reds so that 
the purchaser can have some of 
each type on hand to cope with al- 


most any emergency 
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Farmpack . . 


Binks learns that salesmen 
like their meetings informal 
When field reports indicated that 


company salesmen wanted to learn 





ideas 


booklets / direct mail 
/ 


slide films sf sales helps 





3/8” thick metal. Thinner metals require 
less neat when welding — thicker metals 
need more heat, Weld about one inch by 
the back fiep method, allowing the job to 
cool between each |-inch weld untill you 






more about basic principles of in- 
dustrial selling, get more product 
information and engage in informal 
policy discussions, Binks Mfg. Co., 
Chicago, manufacturer of 
painting equipment, did something 


spray 


about it 

In planning the 1953 sales meet- 
ing, E. F. Watts, sales 
queried branch managers as to type 
Unani- 


mously, the branch managers fa- 


manager, 
of sales meeting desired. 


vored abandoning the lecture-type 
meetings in favor of informal dis- 
cussion. Accordingly the policy 
meetings were moved from a hotel 
to the board of directors’ room at 
Binks’ main Chicago plant. 

Field 


managers and sales representatives 


reports also showed that 


wanted information on how to sell. 
As a result, one day was devoted to 
basic principles of industrial selling 

with emphasis on its differences 
from consumer selling. 


Bigness packs sell 
in oversize mailing piece 

It’s pretty difficult not to take a 
second look at the huge mail piece 
put out by Standard Register Co., 
Dayton, O. 

A yard long and 23” deep, the 
mail piece features a 20x17” photo- 
graph of a continuous business form 
machine manned by a pretty girl 
who looks at the viewer in an al- 


most three-dimensional fashion 






want to take 


a a close look 


—_——~ at industrial 





7 buying-action 2 
alia 


If you're interested in selling to industry, you'll be 
interested in N.E.D.’s just completed study of Essex 
County, New Jersey. 

Because ESSEX is typical of hundreds of important indus- 
trial counties throughout America, we took it apart to 
“see what made it tick.”” This study gives you the informa- 
tion you need to evaluate ESSEX County’s importance 
as a market...and then to determine how effectively 
N.E.D. can help you sell in that market. 

Penetrating studies show how N.E.D. is used in important 
plants... who reads it and why... and the effect it has 
on actual purchases. 

If you haven’t read the Essex County report, drop usa line. 


We'll be glad to see that your copy is mailed immediately. 


66,699 COPIES (Total Distribution) 200,000 READERS in 40,209 PLANTS 


A PENTON PUBLICATION | 


CCA BE 


1213 West Third Street . 
Cleveland 13, Ohio eens mere ature 


pumes ] 
RSING swans TYRE i 
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The most profitable hours a salesman has are the hours he spends 
with prospects after they have decided that his product may be the 
one they're looking for, and want to know more about it. 


To increase the number of these profitable hours, many 

industrial marketers are using the standard tools of selling 

in a way that makes each tool more effective. 

First they make sure they cover every worthwhile prospect with a 
good catalog. They make sure each catalog is kept instantly accessible 
in the buyer's office so that it will surely be found when needed. 


with interested prospects 





Then these industrial marketers use another sales tool, advertising, 
to seek out “ready” prospects and direct them to the catalog 
already anchored in their offices. 

This simple coordination of selling tools makes it easier for 

more prospects to reach the point where they are ready to call in 
your salesman and say in effect, “Tell me more.” 

Today, 1,480 manufacturers are using Sweet's facilities to get 

their catalogs anchored at the elbow of their best prospects; step one 
in the development of more golden opportunities for your salesmen. 


| nico 


| — | FREE: Pocket-size booklet, “How to Improve Marketing 


| rn Efficiency through Improved Catalog Procedure.” 


| caMeg Write Dept. 2, Sweet’s Catalog Service, 
| Pac j 119 West 40th Street, New York 18, New York 


Division of F. W. Dodge Corporation 
Designers, producers and distributors of manufacturers’ catalogs 
for the industrial and construction markets. 


219 WEST 40TH STREET, NEW YORK 18, NEW YORK 
Boston Buffalo Chicago Cincinnati Cleveland Detroit Los Angeles Philadelphia Pittsburgh St. Louis San Francisce 
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Sales promotion ideas. . 





O's As: 


on DynArc! 


Marketing “Pin-Up” . . Firs: 


listributors market Regency |} 


‘Card-of-the-month’ designed 


te tap variety of markets 


A pin-up “card-of-the-month” to 
point up sales potentials in different 
markets will be mailed to dealers 
for the coming year by Regency 
Division, Idea, Inc., Indianapolis. 

Head-lined “Mr. Dealer . . let’s 
go Prospecting,” the first card-of- 


the-month urges dealers to sell 
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f-the-month” mail 


ith will offer spe 


boosters to an especially promising 
market . . 
sets are three to five years old. 
Each of the cards for the next 11 
months will contain a suggestion on 


new methods of realizing greater 


profits on Regency boosters. Tag- 
line on the cards: “Strike it rich! 
Promote the Regency Booster!” 

The agency is Burton Browne, 
Chicago. 


all TV set owners whose 


‘Oil Daily’ comes up with new 
letterhead time saver 

File clerks with torn cuticles may 
welcome Oil Daily's new letterhead 





Tue O1n Dairy 
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The business publication based its 
new letterhead design on the fact 
that letters placed on their side 
edges in file cabinets are hard to 
get at. In many cases, reference to 
a particular letter requires clerks to 
push aside other letters and then to 
crane their necks or lift a particular 
letter from the files to make sure 
it’s the one they want. 

Oil Daily eliminates the incon- 
venience and time-waste by simply 
printing the name of the publication 
and the addresses and telephone 
numbers of its main office and news 
bureaus along the right hand mar- 
gin of the stationery. 

Oil Daily’s advertising agency is 
Bachrodt, Newell, O’Kane & Gano, 
Chicago. 


Steel “dictionary” promotes 
interest in industry 

U. S. Steel’s new book, “Common 
Terms and Expressions used in the 
Steel Industry,” capitalizes on the 
interest everyone has in the special 
jargon of a big industry and also 
serves as a handbook for USS’s in- 
dustrial admen, sales promotion 
men, customers and all who have 
to do with the industry. 

The 58-page, 84x11” booklet is 
a simple, factual alphabetical listing 
of steel industry terms from “A-R 
Steel” to “Zees,” the last definition 
in the book (it’s a structural steel 
section shaped like a “Z.” Blank 
pages are provided at the back of 
the book for notes. 
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TELL YOU LATER, BOSS. SOON AS MILWAUKEE FINDS OUT WHAT JIMYIX DECIDED IN BALTIMORE 


THE HUMAN DYNAMO 


He lives on work and loves it 
.. has a mind like a switchboard and a memory like an ele, hant 
... never uses one word where ten willdo... 


But he’s a terrific producer, 

and he knows that the one big OK is worth any amount of work. 
In the booming power field 

— which means generating steam power, 

electric power, 

fluid power, and putting it to work 

—this one big OK is most likely 

to come from a reader of Power 


<7 
— . — ' There are 45,000 of them 
, oo 4 —all fully-paid subscribers 
electrical control — by far the biggest, 
system ... has read most interested, and responsive audience 


Power for years. possible to reach through any medium. 


tF YOU WANT TO MOVE A PRODUCT, SEHIND IT 


A McGRAW-HILL PUBLICATION ABC * ABP 
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“PEACE... 
its wonderfull” 


UST two years ago, a group of 
independent business-magazine 


publishers decided it was high 
time to get back to fundamentals— 
to stop bickering among themselves 
and concentrate on the development 
of better business magazines—the one 
thing that interests both their readers 
and advertisers. 
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So, these publishers invited all busi- 
ness magazines that were audited by 
ABC or CCA to join with them in this 
wholly constructive activity. More 
than a few hard-headed business men, 
harassed for years by the paid-nonpaid 
circulation controversy, shook their 
heads. “It’s a wonderful idea,” they 
said, “‘and we’re for it 100°;, but it 





just can’t be done. The wounds are 
too deep; the differences too great.” 

Even some of the publishers were 
skeptical when they cast their ballots 
for unity. 

Yet, the moment their decision was 
announced, the membership of 
National Business Publications, Inc., 
began to increase. Within two short 
years, it has become the largest asso- 
ciation of its kind in the world. Dur- 
ing these two years, its members 
have worked together in complete 
harmony without a single word of 
debate over varying circulation phi- 
losophies. 

But, that’s only part of the story. 
During the same period, the business 
magazine advertising salesmen in 
Cleveland, Chicago and New York 
organized the T. F. Clubs for repre- 
sentatives of magazines of both paid 
and nonpaid circulation. They also 





became the largest organizations of 
that type in their areas. They, too, 
have worked on the things that count 
in complete harmony. 

And, along about that time, the 
Society of Business Magazine Editors 
was formed with similar membership 
qualifications. It likewise became the 
leading organization in its profession. 

Thus, the last few years have 
witnessed the phenomenon of the Bus- 
iness Magazine Editors, the Advertis- 
ing Salesmen and the Publishers, each 
completely independent of the other, 
recognizing simultaneously the need 
for harmonious, constructive, cooper- 
ative effort to improve all business- 
magazine publishing to the benefit of 
their readers and advertisers. 

Nowadays, when anyone mentions 
the paid-nonpaid circulation contro- 
versy, we of NPB have a simple reply 
—‘‘Peace—it’s wonderful!” 





Largest association of bisiness magazine publishers in the world. All publications audited by either ABC or CCA. 


NATIONAL BUSINESS PUBLICATIONS, 


WASHINGTON 5,0.C. ¢* STerling 3-7535 


1001 FIFTEENTH STREET, N. W. ° 


The national association of publishers 
of 147 technical, scientific, industrial, 
professional, merchandising and market- 
ing magazines, having a combined circu- 
lation of 3,440,512 ... serving and pro- 


moting the Business Press of America... 


INC. 


bringing thousands of pages of specialized 
know-how and advertising to the men who 
make decisions in the businesses, industries, 
sciences and professions .. . pinpointing 
your audience in the market of your choice. 


Write for complete list of NBP publications. 
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Better 


More Engineers Listed than ever 
before! IRE membership continues 
to gain and gain! More engineers 
(now 30,000) are listed, and there- 
fore have a direct, personal interest 


in this DIRECTORY. 


Up-to-dateness is almost a mania 
with IRE DIRECTORY compilers! 
Membership lists are corrected up 
to May 30th. Industry lists, com- 
piled and classified by high speed 
IBM sorting methods are accurate 
to June 15th. No firm's report is 
older than 18 months. 


Information at high speed! “Data 
the way an engineer thinks” is the 
key to IRE DIRECTORY classifica- 
tions. All products are divided 
into 10 fundamental groups, many 
of which parallel professional 
group organization. The grouping 
plan makes this the fastest working 
directory you ever used! No com- 
ponents are mixed with test equip- 
ment——you turn right to a section 
where each item belongs. 


Yet good engineering detail is 
maintained. 99 basic classes of 
products under these ten sectional 
product directories keep listings 
from becoming cumbersome, but 
clearly define products. Overlap 
ping listings are skillfully elimi- 
nated. Simplicity makes this book 
easy to work with—insures faster 
finding of facts when forgotten. 


Radio-Electronic 


Engineers will 


receive and use the 
1953 IRE DIRECTORY 


The 1953 IRE DIRECTORY is— 


and Better 


Thus the faults of terminology list- 
ings are avoided. 


Completeness is insured! Most 
firms make many products in a 
single classification. Wasteful, eye- 
confusing relisting of the same 
{firms over and over is quite sen- 
sibly solved by using a system of 
codes under the 99 basic headings 
which actually provide 489 sepa 
rate classifications. A more com- 
plete picture of what each firm's 
full line is results, but you travel 
through fewer listings. The ‘Copp 
Principle” of Directory indexing 
makes these lists wide, well 
marked highways to information 
—fast. 


3000 Firms listed. The alphabetical 
directory gives a clear definition 
of these firms by showing any or 
all of the ten fundamental groups 
in which these firms belong after 
every name. 


Machol Edge Index is just one more 
modern service to help the user 
find information fast. 


Ads positioned with reason! In a 
DIRECTORY where ads play an 
important part in supplying infor- 
mation the user wants and needs, 
it makes good sense to cross-ret- 
erence every advertiser in each 
listing so that the user can quickly 
find more detail. Ads are also 


THE INSTITUTE OF RADIO ENGINEERS 


BRyant 9-7550  @ 


ADVERTISING DEPT., 1475 BROADWAY, NEW YORK 36, N. Y. 


and Better! 


placed facing company alphabeti- 
cal listings, or in the product sec- 
tion in which they properly be- 
long. No effort is spared to “organ- 
ize’ ad information. 


More advertisers—more informa- 
tion! Never before have so many 
advertisers served IRE readers 
with so much information! The ad- 
vertisers’ list this year is truly a 
“social register’ of this great in- 
dustry. 


Economy a service too! In spite of 
a rate increase since last year, due 
to increased circulation it costs less 
per reader than in 1952 to reach 
this selected engineer audience. 
Rates are: page—$420, %4—$280, 
’3—$140, 1/6—$70, and earned 
discounts apply to Proceedings 
advertisers. Catalog insert rates 
compete with postage—ask. (The 


DIRECTORY closes June 15th.) 


The IRE Directory 


RADIO INDUSTRY 


TELL 


RADIO ENGINEERS 
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N TAS 


Chapter activities 
of the National Industrial 
Advertisers Association 
















Nominate Sproull for president 


Executive committee names 
slate; plans innovations 
for Pittsburgh conference 


® cnHicaco . . William C. Sproull, 


director of advertising, Burroughs - 


Adding Machine Co., Detroit, has 
been nominated for president of the 
National Industrial Advertisers As- 
sociation. 

Mr. Sproull, who has worked in 
advertising for 34 years, was nom- 
inated by an NIAA committee 
headed by J. A. Duvall, advertising 
manager, A. O. Smith Co., Milwau- 
kee. The nomination was approved 
at a meeting of the NIAA executive 
committee, which also announced a 
slate of four vice-presidents and a 
secretary -treasurer. 

Mr. Sproull is a vice-president of 
NIAA and a past president of the 
Industrial Marketers of Detroit. Be- 
fore becoming director of advertis- 
ing at Burroughs, he had served the 
company as director of export ad- 
vertising. 

Nominations for vice-president 
included Henry W. Tymick, Buchen 
Co., Chicago; Arne Oker, American 
Optical Co., Southbridge, Mass., 
Arthur W. Cowles, Carborundum 
Co., Niagara Falls, N. Y.; and Rob- 
ert C. Myers, U. S. Steel Corp., 
Pittsburgh. Kent S. Putnam of G. 
M. Basford Co., New York, was 
nominated for secretary-treasurer. 

New officers will be elected at the 
annual NIAA conference in Pitts- 
burgh June 22-25. 

The executive committee, in ad- 
dition to approving the slate of of- 
ficers for 1953-4, announced that 
Col. J. H. F..Haskell, vice-president 
of the New York Stock Exchange, 





{ FR be the opening speaker at the 


rf” speaker will be J. K. Lasser, 


Pittsburgh conference. Another 
spe- 
cialist in taxes and business pub- 
lications, who will discuss advertis- 
ing expenditures in 1953. 

William A. Marsteller of Marstel- 
ler, Gebhardt & Reed, Chicago, will 
be moderator of a business publi- 
cation panel including Kenneth J. 
Bayer, Oakleigh R. French & Asso- 
ciates, St. Louis; Harold A. Wilt, 
J. Walter Thompson Co., New York; 
and Roy O. Eastman, Eastman Re- 
search Organization, New York. 
Anether panel in the works will be 
entitled, “The Industrial Salesman 
Looks at Advertising.” 

A dramatic presentation by pro- 
fessional actors. will demonstrate 
why exhibits should be made an 
integral part of an industrial adver- 
tising program. A_ gallery of 
awards will display winning entries 


Export Huddle . . Discussing exporting at 





news 


National headquarters * 1776 Broadway, New York 19, N. Y. 
Gene Weidereit, president 
Blaine G. Wiley. executive secretary 








in NIAA-administered contests 
throughout the conference. 


Concentrate on Latin America 


export business, experts urge 


® SAN FRANCISCO .. You can sell to 
Latin America if you are willing to 
modify your basic industrial mar- 
keting practices to capture the sym- 
pathetic understanding of Spanish 
buyers. 

This was the gist of two talks on 
“Selling to Latin America” heard 
at a dinner meeting of the Northern 
California Chapter of the National 
Industrial Advertisers Association. 

T. R. Jamieson, president, Otis, 
McAllister & Co., San Francisco, 
one of the world’s largest export- 
import firms, said there’s no ques- 
tion but that markets exist for 
U.S. goods in Latin America. But 
he said that three major handicaps 
must be overcome: (1) foreign 
exchange, (2) licensing and (3) 





t mocting of Industrial Advertisers Associa 
tion of Northern California (from left): Fred Roper, program chairman; T. R. Jamieson, 
president, Otis, McAllister & Co.; John J. O'Rourke, president of chapter; and Russell 
Pierce, vice-president, Irwin Viadimir & Co., New York. 
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NIAA NEWS 


language differences. 

Opportunities in Latin American 
trade, he said, cannot be fully real- 
ized until U.S. business men bal- 
The in- 
ability or unwillingness of the U.S 
to import sufficient Latin American 


ance exports with imports. 


commodities was cited as being the 
major stumbling block. 

Mr. Jamieson said that Vene- 
zuela is now the only Latin Amer- 
ican country which exports more 
than it imports and, therefore, has 
a dollar balance. 

Russell Pierce, vice-president and 
Pacific Coast manager, Irwin Vladi- 
mir & Co., said that if the U.S. is to 
maintain world leadership, it can- 
not ignore Latin America. 

“In fact, the U.S. desperately 
needs Latin America,” he asserted. 
“Brazil, alone, can supply us with 
more than 30 strategic and critical 
Bolivia has the only big 
supply of tin outside of the Far 
East, and Argentina can support 
50,000,000 more persons off of mil- 
lions of acres which have never 
been touched by a plow and which 
have top soil 16 feet deep.” 

Mr. Pierce said that very often 
business in this country fails to give 
advertising the thorough 
He enumerated 


materials 


export 
study it deserves. 
factors that are commonly over- 
looked in planning advertising for 
Latin American markets: 

“There are 21 different and di- 
verse countries in Latin America. 
Although Spanish and Portuguese 
are the recognized languages, words 
and phrases frequently have vastly 
different meanings in various coun- 
tries. Translation of ad copy, there- 
fore, can't be entrusted to amateurs. 

“The geography of Latin Amer- 
ica is different from ours. Most of 
the people live in the tropics; many 
at exceedingly high elevations. 

“Latin Americans have not yet 
enjoyed all the advantages that we 
North Americans have. Their in- 
dustry has been developing slowly, 
and great areas still are an agricul- 
tural economy. 

“The European influence is very 
great throughout South America. 
Direct transportation and communi- 
cation between North and South 
America was established within the 
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past 25 years. 
“In Latin 
political factors must be taken into 


American countries, 
account to a much greater extent 
than in the United States 

“Many Latin American business 
men have never learned to regard 
advertising as a capital investment, 
the way we have in this country. 
Their idea is to spend as little as 
possible and to keep as much as 
Many 


Americans simply don’t understand 


possible for profit. Latin 
the scientific values of modern ad- 
vertising. They refuse to be pa- 
tient and wait for the inevitable 
results of a carefully planned cam- 
paign.” 

The meeting was the first of two 
on export trade planned by Fred 
R. Roper, Standard Oil Company 


of California, program chairman 


NIAA Research Institute will 
elect five new trustees 
® CLEVELAND .. Five new trustees 
will be elected by the NIAA Indus- 
trial Advertising Research Institute. 
Two trustees will be elected to 
succeed John C. Spurr, director of 
research, McGraw-Hill, and Russell 
L. Putman of Putman Publishing 
Co., whose one-year terms expire 
June 30. In addition, three new 
trustees will be added to the board, 
increasing its number to ten. 
Nominating chairman Roscoe H. 
Smith, 
Reliance Electric & Engineering Co., 
Cleveland, has completed a mail 
survey of institute subscribers, so- 


sales promotion manager, 


liciting their nominations for trus- 
tee. The expanded board of trustees 
will include one or two agency rep- 
resentatives, one or two publisher 
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Ul Ten. industrial advertising 


competitions were announced for 
the NIAA conterence in St 
in June. The competitions included: 


Louis 


Best exhibit of industrial adver- 
tising in publications, best exhibit 
of industrial direct mail advertising, 
best institutional advertising, best 
advertisement by business paper, 
most effective directory or reference 
medium advertisement, most effec- 
tive exhibit of industrial advertis- 
ing campaigns prepared by an agen- 
cy, best use of color in industrial 
advertising, best series of industrial 
advertising featuring news, best 
series featuring performance, most 
effective use of arrangement and 
typography in industrial advertising. 

Citing Mark Anthony as an ex- 
ample of a good copywriter whose 
natural genius was misdirected into 
politics instead of marketing, Harry 
T. Bussmann, president, Bussmann 
Mfg. Co., told the St. Louis chapter, 
“Say only things the reader will 


accept as true and your readers 


Yee ago 


won't doubt you.” Mr. Bussmann 
liked Mark Anthony because first 
he told his 
could believe or already knew and 


audience what they 
then gradually led them to think 
what he wanted them to believe. 
At the March 
Eastern Industrial Advertisers, Mr. 


meeting of the 


Savin led the discussion on how to 
This was to be a round- 
Savin 


use space 
table discussion, but as Mr 
covered it so thoroughly, nothing 
was left to be said by the rest of 
the members. 

A glimpse into the future of 
NIAA_ was 


Treasurer Von Thomas when he 


given by Secretary- 


suggested that the organization 
might some day become internation- 
al. He announced that E. Krahnen, 
Duisburg, Germany, had joined, and 
that Mr. Krahnen had just pub- 
lished a book in German covering 
a study of American production and 
Mr. Krahnen 
is an agency man, specializing in 


advertising methods. 


industrial advertising 





INDUSTRIAL ADVERTISING MEN 
AND WOMEN 


can profit from the 1953 N.1.A.A. 
AO Conference in Pittsburgh 
ak June 22-25 


wu 


a pes, 
where else can you get 


YO $1,000,000 
worth of — for $4()% * 


P i ie Gor PROBLEMS about merchandising, 


dozen other things vital to successful indus- 


Vi trial advertising ? Here’s where to get the 
~/ 


4 ee 
a y ai “me : client-agency-media relations, budgets or a 


answers from experts—a million dollars 
worth of ideas from experienced advertising 
and selling practitioners. 


There’s something for everyone at the 
31st Annual N.1.A.A. Conference. You'll 
profit from speeches by nationally famous 
men. You can contribute your ideas in 
give-and-take discussion groups. 


You'll have four informative and entertain- 
ing days and nights — interesting programs, 
entertaining and unusual events—and all 
yours for the asking. 


Plan now to attend. Send your $40 advance 


registration fee today. 
atin Now / : *If you ath now! 


Send your check to: Registration at convention time is $45.00. 
Blaine G. Wiley, Executive Secretary 
N.1. A. A. Headquarters 


1776 Broadway, New York 19, N. Y. B > fouat Y, y / 
If you're bringing your lady, add $25.00. A Cel nn | ‘ 
195 s/n 





representatives, a maximum of one 
supplier representative and a min- 
imum of four advertiser representa- 


The president of NIAA is 


always a trustee 


tives 

Lawrence J. Tidrick, managing 
director of the institute, announced 
in a progress report that project 
councils, composed of recognized 
specialists, have been organized for 
two research projects on how to 
handle inquiries and how to estab- 
lish the industrial ad budget 

The inquiries council includes 
Robert J. Barbour, Bakelite Co., 
New York; J. F. Fitzsimmons, Allis- 
Chalmers Mfg. Co., Milwaukee; R 
A. LeFevre, Ohio Brass Co., Mans- 
field, O.; John Sutherland, Minne- 
sota Mining & Mfg. Co., Detroit; 
and Douglas Williamson, American 
Hard Rubber Co., New York 

The budget council includes Wroe 
Alderson, Alderson & Sessions, Phil- 
adelphia; David F. Beard, Reynolds 
Metal Co.; Louisville; W. R. Ceper- 
ly, Fuller & Smith & Ross, Chicago; 
Arthur W. Cowles, Carborundum 
Co., Niagara Falls; Charles Farran, 
Griswold-Eshleman Co., Cleveland; 
Bertram V. Jones, Link-Belt Co., 
Chicago; H. H. Oldham, Republic 
Steel Corp., Cleveland; S. T. Sal- 
vage, Timken Roller Bearing Co., 
Canton, O.; W. C. Sproull, Bur- 
roughs Adding Machine Co., De- 
troit; and R. P. Wagner, Westing- 
house Electric, Pittsburgh 


Admen told editorial-type 
copy is OK for industrials 
® NEW yYorkK . . People like ads that 
talk sense and _ give 
Claude Robinson, Gallup & Robin- 
son, advertising research organiza- 
tion, told the Industrial Advertising 
Association of New York 

Name registration tests of adver- 


news, Di 


tising copy have demonstrated that 
the orderly presentation of factual 
information has wider readership 
and greater impact than most con- 
ventional type ads, Dr. Robinson 
said 

Dr. Robinson declared that “ob- 


jection to editorial type ads or news 


treatment in ads is based on mis- 
conception and misundertanding 
An advertiser,” he said, “doesn't 
have to ape the pages of a particulai 
paper or magazine. He should pre- 
sent facts to readers as interestingly 


and originally as possible.” 
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Wedereit says funded reserve 
may save ad appropriations 


® MILWAUKEE. . A funded reserve, 
set aside during good times and 
earmarked for advertising or sales 
promotion when needed, may _ be 
the answer to many problems that 
will face business when hard selling 
again is required, Gene Wedereit, 
president, NIAA, told admen at the 
presentation of the Associated Busi- 
ness Publication industrial adver- 
tising awards. (For story on awards 
see page 78.) 

When the 


return § to 


“inevitable recession” 
forces a salesmanship, 


“will industry and business pull in 


its horns, follow the line of least of 


resistance, and point a sharp cut- 
ting knife in the direction of its ad- 
vertising appropriation?” Mr. We- 
dereit asked. 

“Of course it will. It 


does.” 


always 
The speaker argued that the 
funded reserve, because it would be 
economically sound, have manage- 
ment understanding, accounting 
practice acceptance, legal sanction 
and whole-hearted sales department 
support, is the answer to the prob- 
lem of cut advertising budgets. 
Although Mr. Wedereit did not 
report specific action on this subject 
by NIAA, he indicated that the sub- 
ject was being given serious con- 


sideration 


Where travelers can find NIAA activity 


Chapter 








The target that never stands still! 


EA 


When you're shooting for sales in industry. you're 





trying to hit a moving target. 


The men we are selling today are not the same men we 
sold vesterday—nor are they the same men we will 


be aiming at tomorrow. 


We all know this. But perhaps we haven't realized just 


how fast the industrial sales target moves. 


Hereis what a six-year study ofone corporation revealed: 





IN JUST SIX YEARS, 40% TURNOVER IN 
THERE WAS A 0 EXECUTIVE PERSONNEL 
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Source: U.S. STEEL Study of Customers 
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Here’s another case. Recent studies of the metalwork- 











ing industry in Erie, Pennsylvania showed that, in a 
three-year period. 56° of the companies had placed 


new men in one or more top positions! 


Promotions, deaths, retirements, and transfers cause a 
surprising rate of change. There is always a crop of 
new men coming on to fill jobs of greater responsi- 
bility—taking the places of the men who have moved 


out of the picture. 


But the target moves in still another way. It keeps 
getting bigger. The metalworking industry, for example, 
doubled its volume from 1910 to 1950, when production 
hit $81.5 billion. Since then the figure has climbed to 
$106 billion. By 1960. this world’s largest: industry 


will top $120 billion in sales. 


Making your sales keep pace with industry calls for a 
bigger selling job today... and one of your soundest 
aids will be a consistent advertising program prepared 
and carried out by your advertising agency. These men 
know how to keep sales-stimulating information flow- 
| L 
ing out to your markets—hitting not only today’s buy - 
ing targets but also educating and winning over the 
younger men who will move into the buying positions 


in the vears ahead. 


The target never stands still, We must move and 


grow with it. 


™ DENTON fuueins 


PENTON BUILDING e CLEVELAND 13, OHIO 





1952 MAGAZINE ADVERTISING VOLUME IN PAGES 


30 Leading Magazines* 
Rank Pages 





. Business Week 5,501 
. Saturday Evening Post 4,194 
. New Yorker 3,920 
. Life 3,814 
3,562 
3,048 


. Time 

. Newsweek 

. U.S. News & World 
Report 2,264 

. Popular Mechanics 1,788 

. Vogue 1,691 

. Better Homes & 
Gardens 

. Fortune 

. Collier's 

. Good Housekeeping 

. Popular Science 
Monthly 

. House Beautiful 

. Look 

. Harper's Bazaar 

. Sunset Magazine 

. Modern Industry 

. Seventeen 

. Ladies’ Home Journal 

. House and Garden 

. Progressive Farmer 

. Mademoiselle 

. Farm Journal 

. Successful Farming 

. Country Gentleman 1,013 

. Glamour 1,033 

. Charm 953 

. Cue 935 


55,900 


1,616 
1,589 
1,537 
1,512 


1,503 
1,470 
1,417 
1,274 
1,216 
1,213 
1,177 
1,134 
1,132 
1,110 
1,100 
1,094 
1,090 


Total 


Listed in U. S. News & World Report A. 


30 Leading Business Papers** 
Pages 


Combined List 
Pages Rank 





7,626 
7,335 
6,894 


Oil & Gas Journal 
Iron Age 
American Machinist 
Steel 6.396 
Florists Review 4,608 
Engineering News Record 4,567 
Electronics 4,326 
Electrical World 4,248 
Product Engineering 4,210 
Chemical Engineering 4,139 
Hardware Age 4,088 
Machine & Tool Blue Book 4,022 
Journal of the American 
Medical Assoc. 
Machinery 
Modern Machine Shop 
Factory Mgt. & 
Maintenance 
Purchasing 
Aviation Week 
Automotive Industries 
Mill and Factory 
Industrial Distribution 
Machine Design 
Petroleum Engineer 
Railway Age 
Architectural Record 
Advertising Age 
World Oil 
Textile World 
Design News 
Chemical & Engineering 
News 


3,727 
3,720 
3,680 


3,585 
3,298 
3,245 
3,141 
3,053 
2,953 
2,880 
2,832 
2,829 
2,817 
2,798 
2.711 
2,574 
2,537 


2,504 
117,343 


**As Reported in Industriai Marketing 


7,626 
7,335 
6,894 
6,396 
5,501 
4,608 


Oil & Gas Journal 
Iron Age 
American Machinist 
Steel 
Business Week 
Florists Review 
Engineering News 

Record 
Electronics 
Electrical World 4,248 9 
Product Engineering 4,210 10 
Saturday Evening Post 4,194 11 
Chemical Engineering 4,139 12 
Hardware Age 4,088 13 
Machine & Tool Blue 

Book 4,022 14 
New Yorker 3,920 15 
Life 3,814 16 
Journal of the A.M.A. 3,727 17 
Machinery 3,720 18 
Modern Machine Shop 3,680 19 
Factory Management 3,585 20 
3502. 21 
3,298 22 
3,245 23 
3,141 24 
3,053 25 
3,048 26 
2.953 27 
2,880 28 
2,832 29 
2,829 30 


125,441 


4,567 7 
4,326 8 


Time 

Purchasing 

Aviation Week 
Automotive Industries 
Mill and Factory 
Newsweek 

Industrial Distribution 
Machine Design 
Petroleum Engineer 
Railway Age 


general magazines in advertising volume 


® ALTHOUGH business papers, with 
relatively small circulations and low 


rates, cannot normally compete with 


general magazines on the basis of 


advertising revenue, it is interesting 
to note that the number of pages 
of advertising appearing in leading 


business publications is consider- 
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ably higher than that appearing in 
most general magazines In the 
tabulation here, the column at left 
shows the 30 leading magazines and 
the pages of advertising they car- 


ried in 1952 (as listed in a U. S 


News & World Report ad). The 


middle column shows the pages of 


advertising carried in the 30 lead- 
ing business publications whose ad- 
vertising volume is reported in 
IM. In the third column, the two 
lists are consolidated. 

It is interesting to note that only 
six general magazines . . all week- 
lies are in the consolidated list. 





and the little boss who quietly shakes his head «no: 


Both types are important to you because both have to be sold on your prod- 
uct. In every important buying decision in this business of building, many 
bosses have their say before the final “OK” is given. You can’t afford to over- 
look any of the many types and kinds of bosses that can affect your sale. 


Bosses of all sizes, shapes, titles and jobs read Engineering News-Record 
every week because they need a reliable flow of information on all the forces 
and factors that make construction tick. The only place they can get all this 
information — and get it quickly, concisely, lucidly, and all in one package — 
is Engineering News-Record. 

These bosses are the guys who say “yes” or “no” to everything that goes into 


a construction project. You can reach more of them through Engineering 
News-Record than any other way. 


“in construction, it takes many bosses to make one purchase 


ENGINEERING 
NEWS-RECORD 


A McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET, NEW YORK 36, N.Y. * ABC + ABP 
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Who puts Architectur 


The answer is: manufacturers of most major types of building products 
specified by architects and engineers. 


An analysis of all advertising carried in 1952 by Architectural Record, Architectural Forum 
and Progressive Architecture shows that... 

*In 26 of the 32 major building product classifications Architectural Record served its 
readers with the most pages of advertised product information. These 26 classifications 
accounted for 94% of the total space used in all three magazines. 

*And in the six remaining classifications, accounting for 6% of total advertising pages, 
Architectural Record was second. 

In 1952, 725 building products manufacturers advertised in one or more of the three major 
architectural magazines. Two out of every three of these manufacturers were in Architectural 
Record. The Record had 53° more advertisers than the second magazine ... and 54° more 
advertising pages. 

When you are picking the right magazine for your advertising to architects and engineers, 
consider the consensus of building product manufacturers. It is a powerful testimonial to the 
unrivaled advertising values of the Record. 








why more building product manufacturers and advertising 


4 Basic Reasons ses agencies put more advertising pages in the Record 


1. Verifiable market coverage: Architectural Record not 2. Editorial quality and quantity: The Record is the one 
only serves more architects than anv other technical maga magazine edited 100° for architects and engineers. Editorial 
zine, but actual check of Dodge Reports consistently shows content, balanced seientifieally with the aid of Dodge Reports 
coverage of the active architects and engineers responsible in terms of all types of buildings architects and engineers 
for 85°o of all architect-designed buildings. are currently designing, assures steady and strong reader 











out front in BUILDING 


| ~ PRODUCT 
ADVERTISING? = 


IN 1952 THE RECORD WAS 
Ist IN 26 OUT OF THESE 

32 STANDARD BUILDING 

PRODUCT CLASSIFICATIONS, 

2nd IN THE REMAINING SIX 


Ist Air conditioning and heating 

Ist, Bathroom, washroom, laundry equipment 
Ist Communication 

Ist Doors 

1st Door and window equipment 

Ist, Electrical distribution 

Ist Flooring and wall covering 

Ist Furnishings and special equipment 

Ist Glass and plastics 

Ist’ Hardware 

Ist, Kitchen and food service equipment 
Ist. Lath, plaster and wallboard : 
Ist Lighting j ' 
Ist Masonry : 
Ist Metals 

2nd Miscellaneous 

. 2nd Office supplies 

; : . : Ist Paints and finishes 

2nd Partitions, wirework, fences 

Ist Pipe and fittings 

Ist Pre-finished boards and sheets 

Ist/ Roofing and siding 

Ist/ Skylights and ventilators 

Ist/ Sound control 

2nd_ Store Fronts 

Ist/ Structural systems 

Ist) Thermal insulation 

2nd Vertical transportation 

2nd Waterproofing and dampproofing 

tst| Water supply and druinage 

Ist) Windows 

Ist Wood 














’ 





Note: the above classifications are standard in Sweet's 
Architectural File with two exceptions: (1) a “Miscel 
laneous" classification is included to cover a variety of 
products and services accounting for a combined total 
of 37 pages in all three magazines, (2) an ‘Office 
supplies” classification has been added 





Evanston Congregation Hille! Building, Northwestern University, Evanstor 
F.w. DODGE in Architectural Record 


illinois. First presented to archi s and engineers 


interest. And the Record consistently carries 
more editorial pages than any other magazine Architects: Harrison & Abramovitz Photographer: Hedrich-Blessing 
serving architects and engineers. 
3. Reader preference: Architects and engineers > 
have voted the Record their preferred magazine rc | eC lita 
in 45 out of 51 readership studies sponsored hy 
building product manufacturers and agencies. CORPORATION 
workbook of the 


4. Lowest cost: Per page of advertising... per 119 West 40th Street we penn 
thousand architects, New York 18, N.Y ~~ he ana 
LOngacre 3-0700 and engineer 





Average company expenditure 
in business papers 


(Based on company expenditures in this list) 


1952 1951 


$169,456 $151.455 


Chart copyright 1953, Advertising Publications, Inc. 


What 641 firms spend 
in business papers 


® More companies spent more money advertising in 
business publications during 1952 than in 1951. 

This conclusion is drawn from the second annual tab- 
ulation of leading business paper advertisers conducted 
by Associated Business Publications 

According to the study, 641 companies with expendi- 
tures of $50,000 or more spent a total of $108,621,500 ad- 
vertising in business publications in 1952. This is an 
average of $169,000 per company. 

In 1951, business publication advertisers in the same 
class totalled 489, and they spent $74,061,817 . . an aver- 
age of $151,400 per company. 

General Electric Co. continued for the second year as 
the leading user of business publication space. GE in- 
vested an estimated $2,445,000 in business publication 
advertising during 1952. GE held its first place position 
by boosting its business publication ad budget about 50°; 

Second place was taken by General Motors Corp., 
which spent $2,016,000 . . an increase of 80°) in its 
budget. 

The $108,621,500 of space bought by the 641 companies 
in the over $50,000 a year class during 1952 represents 
36.2°, of the $300,000,000 estimated by ABP as the 
amount all advertisers spent in business publications a 
year ago 

Some 2,000 companies were mailed questionnaires by 
ABP in making the second annual tabulation. Of the 
2,000 companies, 641 in the over $50,000 class and 288 
in the less than $50,000 class responded . . a total of 929 
companies responding to the 2,000 questionnaires. 

In some cases where actual figures were not forthcom- 
ing, ABP made estimates based on BradVern reports 
and indepedent space checks. 

A booklet listing the 929 advertisers who responded 
to the questionnaire and including an alphabetical index 
with comparisons of individual companies’ expenditures 
for 1951 and 1952 where actual figures have been sub- 
mitted for both years has been prepared by ABP. The 
booklet may be obtained for $2 from ABP headquarters, 
205 E. 42nd St., New York 17, N. Y. 

The complete ABP tabulation of advertisers spending 
$50,000 or more in 1952 starts in the adjoining column 


Asteriks indicate estimated figures. 


Rank Company 
General Electric Co. 
General Motors Corp. 
Allis-Chalmers Mfg. Co. 
E. I. du Pont de Nemours 
& Co. 
Westinghouse Electric Corp. 
Aluminum Co. of America 
U. S. Steel Co. 
Union Carbide & Carbon Co. 
Eastman Kodak Co. 
U. S. Rubber Co. 
Republic Steel Corp. 
International Harvester Co. 
Armour & Co. 
Eli Lilly & Co. 
Johns-Manville Corp. 
Allied Chemical & Dye Corp. 
Timken Roller Bearing Corp. 
Minneapolis-Honeywell 
Regulator Co. 
American Cyanide Co. 
B. F. Goodrich Co. 
Bendix Aviation Corp. 
Dow Chemical Co. 
Rockwell Mfg. Co. 
Owens-Illinois Glass Co. 
Goodyear Tire & Rubber Co. 
Worthington Corp. 
Radio Corp. of America 
Link-Belt Co. 
R. G. Le Tourneau Inc. 
Bethlehem Steel Co. 
Remington Rand Inc. 
Crucible Steel Co. 
Inland Steel Co. 
American Chain & Cable 
Co. 
Koppers Co. 
Merck & Co. 
Chrysler Corp. 
Pittsburgh Plate Glass Co. 
Texas Co. 
Celanese Corp. of America 
Caterpillar Tractor Co. 
Chas. Pfizer & Co. 
Blaw-Knox Co. 
American Tel. & Tel. Co. 
Electric Auto-Lite Co. 
American Radiator & Stand. 
Sanitary Corp. 
Curtis Publishing Co. 


Size of business paper 
budgets in 1951 


1952 
$2,445,000° 
2,016,000° 
1,720,400° 


1,449,500° 
1,343,000 
1,314,600 
1,029,800 
959,000° 
900,000 
840,500 
789,400° 
784,900° 
760,000 
750,000 
735,900° 
734,300° 
713,100° 


676,700° 
670,800 
623,200° 
609,000° 
589,000 
586,000 
575,000 
538,300° 
525,000 
520,000* 
519,000 
515,500 
512,000° 
509,200 
500,000 
481,500° 


479,600° 
475,000 
475,000 
471,500° 
469,500 
459,400° 
452,300 
449,800° 
436,700° 
436,200 
430,500 
415,400° 


407,000 
405,600 


$100,000- 


$1 
1 
1 


1951 


.600,000° 
112,500° 
,039,700° 


615,500° 


-540,500° 


791,500 
880,000 
576,800° 
750,000 
648,900 
334,600° 
380,200° 
144,200° 


425,000 
454,400° 
453,800° 


211,300° 
534,400 
462,900° 
915,900° 
402,700* 
368,300 
565,000 
319,700° 
530,000 
222,600° 
409,000 


475,500° 
598,400 


207,300 


309,000° 
360,000 
750,000 
298,000° 
410,000 
424,400° 
374,300° 
177,500° 
145,100° 
290,000 
298,000 
325,000 


216,800° 
370,000 


° 
oO 


Change 
52.8 
81.2 
65.5 


+ 135.5 
12.8 
66.1 
17.0 
66.3 
20.0 
29.5 

+ 135.9 

+ 106.4 

+ 427.1 


73.2 
61.6 
57.1 


+ 220.3 
25.5 
34.6 
33.5 
46.3 
59.1 

1.8 
68.4 
0.9 

+ 133.6 

26.9 


7.7 
14.9 


+ 132.3 


55.2 
31.9 
36.7 
58.2 
14.5 
8.2 
20.8 
153.4 
+ 201.0 
50.4 
44.5 
27.8 


87.7 
9.6 


$250,000 


489 “$50,000 and over” advertisers . . 


$250,000. 
$1,000,000 $500.000- — genn noo 


$250,000 





° 
° 


Rank Company 1952 1951 Charge 
48 Carborundum Co. 400,000 255,600 56.5 
49 Monsanto Chemical Co. 398,300° 262,000 52.0 
50 Ingersoll-Rand Co. 380,100° 151,000° + 151.7 
51 Anaconda Copper Mining 
Co. 375,000 325,000 15.4 
52 Smith, Kline & French Labs 375,000 310,000 21.0 
53 Warner & Swasey Co. 375,000 143,000 + 162.2 
54 Minnesota Mining & Mfg. 
Co. 374,000 295.000 26.8 
55 Wagner Electric Corp. 370,000 259,000 42.9 
56 Bucyrus-Erie Co. 368,900* 137,200° | 168.9 
57 Sinclair Refining Co. 365,000 361,000 1.1 
58 National Distillers Corp. 349,700° 322,400 8.5 
59 Clark Equipment Co. 340,600* 148,600° 129.2 
60 Winthrop Stearns Inc. 340,000 
6i Ciba Pharmaceutical 
Products 335,000 
62 Norton Co. 329,100 301,000 9.3 
63 International Nickel Co. 325,600 273,000 19.3 
64 Industrial Tape Corp. 325,500 
65 Libbey-Owens-Ford Glass 
Co. 325,000 177,900 82.7 
66 Reynolds Metals Co. 325,000° 166,000 95.8 
67 I-T-E Circuit Breaker Co. 320,000 125,000 + 156.0 
68 John A. Roebling’s Sons Co. 317,400° 200,500* 58.3 
69 Hercules Powder Co. 311,300° 201,300 54.6 
Size of business paper 
budgets in 1952 $250,000 
$100,000- 
$250,000 
641 “$50,000 and over” advertisers . . 
$250,000- 
or more $500,000- $500,000 
$1,000,000 $1,000,000 
70 Torrington Co. 309,800° 150,300* + i06.1 
71 Abbott Laboratories 307,000 272,000 12.9 
72 Harnischfeger Corp. 305,300° 212,900° 43.4 
73 Scovill Mfg. Co. 301,300 100,000 201.3 
74 Armstrong Cork Co. 300,000 300,060 00.0 
75 Babcock & Wilcox Co. 300,000 300,000 00.0 
76 Borg-Warner Corp. 300,000 160,000 87.5 
77 Davison Chemical Co. 309,000 
78 Fairbanks, Morse & Co. 300,000 300,000 00.0 
79 General American Trans- 
portation Corp. 300,000 220,600° 36.0 
80 Hudson Pulp & Paper Co. — 300,000 
81 Standard Oil Co. (Ind.) 295,000 203,000 45.3 
82 Standard Brands Inc. 291,600° 76,400° + 281.7 
83 Revere Copper & Brass 291,500 220,000 32.5 
84 Stanley Works 290,690° 62,300° + 366.5 
85 Owens-Corning Fiberglass 
Corp. 286,600° 124,000° + 131.1 
86 Eaton Mfg. Co. 283,000 
87 Rohm & Haas Co. 283,000 123,500° + 129.1 
88 Sharon Steel Corp. 281.700 150,000 87.8 
89 Warner-Chilcott Lab. 280,000 
90 Colorado Fuel & Iron Corp. 278,5C0° 151,700° 83.6 
91 Gulf Oil Corp. 277,000° 223,600° 23.9 
92 Raybestos-Manhattan Inc. 275,400 152,500° 80.6 
American Brake Shoe Co. 275,000 257,400° 6.8 





Rank 


94 
95 


96 


97 
98 
99 
100 
101 
102 
103 


104 
105 
106 
107 
108 
109 


110 
111 
112 
113 
114 
115 
116 
117 
118 
119 
120 
121 
122 
123 
124 
125 
126 
127 
128 
129 
130 
131 
132 
133 
134 
135 


136 
137 
138 
139 
140 
141 
142 
143 


144 
145 
146 
147 
148 
149 
150 
151 
152 
153 
154 
155 


Company 
Shell Oil Co. 
Sylvania Electric Products 
Co. 
Food Machinery & 
Chemistry Corp. 
Cities Service Co. 
Yale & Towne Mfg. Co. 
Crane Co. 
Oakite Products Inc. 
Ludman Corp. 


Pennsylvania Salt Mfg. Co. 


Robertshaw-Fulton Controls 
Co. 

National Steel Corp. 
Procter & Gamble Co. 
Thompson Products Co. 
Stewart-Warner Corp. 
Continental Can Co. 

The Electric Storage 
Battery Co. 

National Lead Co. 

A. O. Smith Corp. 

Carrier Corp. 

Underwood Corp. 
Waldes, 
Barber-Coleman Co. 
Cessna Aircraft Co. 
Crown Cork & Seal Co. 
Square D Co. 

Chain Belt Co. 


Kohinoor Inc. 


Standard Pressed Steel Co. 


Southern R. R. System 
Grinnell Co. 

H. K. Porter Co. 

A. H. Robins Co. 

Ridge Tool Co. 

Air Reduction Sales Co. 
Sherwin Williams Co. 
American Viscose Corp. 
Nash-Kelvinator Corp. 
Conmar Products Corp. 
Avco Mfg. Co. 

Timken Detroit Axle Co. 
Yarnall-Waring Co. 
Koehring Co. 
Baldwin-Lima-Hamilton 
Corp. 

American Steel Foundries 
Girdler Corp. 
Kimberly-Clark Corp. 
Otis Elevator Co. 
Phillips Petroleum Co. 
Seagram Distillers Corp. 
Sharp & Dohme 
Sundstrand Machine Tool 
Co. 

Towmotor Corp. 
Cummins Engine Co. 
Johnson & Johnson 
Woman's Day Inc. 
National Supply Co. 
Ford Motor Co. 

Black & Decker Mfg. Co. 
Ohio Brass Co. 

Detroit Steel Products Co. 
Archer-Daniels-Midland 
Armco Steel Corp. 
Pullman Co. 


1952 
270,400° 


267,400° 


266,000 
265,000 
261,300° 
257,000°* 
250,.200° 
250,000 
250,000 


250,000 
249,700" 
247,600° 
245,000 
244,600° 
242,100° 


240,000 
230,500 
229,000 
225,000 
225,000 
225,000 
223,400° 
220,000 
220,000 
218,800° 
218,000 
216,300 
215,200 
215,000 
215,000 
215,000 
214,300° 
214,000 
210,800° 
210,000 
210,000 
208,000 
207,200* 
206,700° 
205,200° 
204,300 


201,600 
200,000 
200,000 
200,000 
200,000 
200.000 
200,000 
200,000 


200,000 
200,000 
199,600* 
198,100° 
195,100 
194,000 
193,100° 
193,000 
192,600° 
191,500° 
187,700 
187,600 
187,000 





1951 
155,000 


188,300° 


193,000 
141,400 
177,000 
260,000 
132,900° 


135,000 


70,000 
162,900° 
55,200° 


183,900° 
155,700° 


180,000 
191,000 
125,000 


100,000 


158,200° 


170,500 
136,200° 
223,200 
176,000 


195,000 
130,000 
208,500 
80,000° 
184,700° 
130,000 


92,100° 
200,000 
103,200° 
100,000 
140,000 
126,300° 


256,600° 
194,000 
187,000 
70,000 
179,000 
102,000 


126,100° 


89,000° 
150,000 


191,000° 
172,300 
145,606 
136,000 
122,800 
140,000 
138,500° 
98,400° 





Change 
74.5 


42.0 


37.8 
87.4 
47.6 

1.2 
88.3 


85.2 


257.1 
53.3 
' 348.6 


33.0 
55.5 


33.3 
20.7 
83.2 


| 125.0 
41.2 


29.0 
60.6 

2.3 
22.9 


10.3 
65.4 
3.1 

| 167.9 
15.9 
62.2 


+ 128.0 
4.0 

| 100.8 
106.7 
46.6 
61.8 


21.4 
3.1 
7.0 

+ 185.7 
baer 

96.1 


58.6 


124.3 
32.1 


1.6 
12.1 
32.6 
41.6 
55.9 
34.1 
35.5 
90.0 





P/ 


at 


at'll you do when the rain comes Yound? Where’s your umbrella when 
higher costs, keener competition and niarket changes come pouring down? 
And how about full-load output when dergand goes soft in your product line? 


It can happen, you know ... in many fields those tough selling days we've been 
talking about are already here. But one goo l why to insure sales volume to- 
morrow is to start selling harder right now .. \by targeting your advertising to 
key buyers in the markets with brightest expanon gutlooks. Like engineers in 


the Chemical Process Industries, for instance. 


The growth record here — in good times and bad — is unmatched in any other 
field of manufacturing. So is the constant pressure for new equipment, better 
materials and methods. For chemical engineers are the most constructively 
discontented guys in the world . . . always itching for that superior product, 
the cost shortcut or a production speed-up. 


Nobody knows these process plant operators better than the editors of CHEM- 

ICAL ENGINEERING. For fifty years they've been sharing completely realistic, 

production-practical editorial stuff like — Shortcut to Heat Exchanger Design 
Should Your Plant Produce Power? — What's Ahead for Nitric Acid? 


Nobody else in the field does a how-to job like this “workbook”. It’s applied 
chemical engineering buttressed smack against the industry’s hottest develop- 
ments and most demanding problems . . . currently petrochemicals, pollution 
control, corrosion — to sample a few for you. 


Any one of these may mean your big CPI sales opportunity . . . the reserve to 
put on your back for that rainy day. Why not push it wide open with a high 
readership, low-cost advertising program in CHEMICAL ENGINEERING? 


* oMEMICAL PROCESS INDUSTRIES 
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THE HANDBOOK OF SELLING ... for oldtimers 
in the market and newcomers as well, This is 
loaded with information to help you sell more to 
the CPI, A comprehensive, 64 page manual to guide 


your planning in industry's fastest-moving market, 


nent now for a rainy day?’ 


OVERSEAS BOUND — A booklet that points up 
your opportunities in the $15 billion-a-year export 
market... 82 billion right now in the CPI alone, It 
doesn't matter if you never sold a nickel’s worth 
abroad, if you're looking for new sales possibilities 


this material will be right down your alley. 


READERSHIP COOK BOOK . . . or how to write 
advertisements that chemical engineers will read. 
Here are all the ingredients to make your ads work 
for you . . . headline, copy and illustration tech- 
niques, size, color, Its solid, practical “how-to,” 
based on the Advertising Research Foundation 
Study of CHEMICAL ENGINEERING ... . proven 
ad methods that influence purchasing in the Chem- 
ical Process Industries. 


GET ALL THREE! Write to CE’s Market Research 
Department, or ask your CHEMICAL ENGINEER. 
ING representative for copies. Hell be glad to 


show what you can do to keep pace with America’s 
fastest-growing industry. 


more engineéring-minded production men read it... 


re advertisers invest more pages init... 


uD) 


©; 


A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36,N. Y. 
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Rank 


156 
157 
158 
159 
160 
161 
162 
163 
164 
165 
166 
167 
168 
169 
170 
171 
172 
173 


174 
175 
176 
177 


178 
179 
180 


181 
182 
183 
184 
185 
186 
187 
188 
189 
190 
191 
192 
193 
194 
195 
196 


197 
198 
199 
200 
201 
202 
203 
204 
205 
206 
207 
208 
209 


218 


Company 
Dresser Industries, Inc. 
American Optical Co. 
Mead Corp. 
McGraw Electric Co. 
Chicago Tribune 
Kaso Standard il Co. 
Raytheon Mig. Co. 
Hastings Mig. Co. 
Wallace & Tiernan Co. 
Reichhold Chemicals 
Sun Oil Co. 
Socony-Vacuum Oil Co. 
American Can Co. 
Jenkins Bros. 
Pittsburgh Corning Corp. 
Excello Corp. 
Frank G. Hough Co. 
Combustion Engrg. Super- 
heater Co. 
Buffalo Forge Co. 
Osborn Mig. Co. 
Fruehauf Trailer Co. 
Youngstown Sheet & Tube 
Co. 
S. K. F. Industries 
Bausch & Lomb Optical Co. 
Jones & Laughlin Steel 
Corp. 
Corn Products Refining Co. 
Black, Sivalls & Bryson 
Le Roi Co. 
Dayton Rubber Co. 
Hyster Co. 
Sperry Corp. 
Cooper-Bessemer Corp. 
Thermoid Co. 
Taylor Instruments Co. 
Chase Brass & Copper Co. 
Rust-Oleum Corp. 
Veeder-Root 
Gardner-Denver Co. 


Inc. 


Motorola Inc. 

Gates Rubber Co. 

Boston Woven Hose & 
Rubber Co. 

Brown & Sharpe Mig. Co. 
Lockheed Aircraft Corp. 
Bemis Bros. Bag Co. 

McBee Co. 

Carnation Co. 

Corning Glass Works 
Blackhawk Mfg. Co. 
American Blower Corp. 
Charles Bruning Co. 
Capitol Records 

Lakeside Laboratories 
Manning, Maxwell & Moore 
National Motor Bearing Co. 
Rheem Manufacturing Co. 
H. H. Robertson Co. 

Skil Corp. 

Independent Pneumatic Tool 
Co. 

Allen-Bradley Co. 
Pangborn Corp. 

Chicago Pneumatic Tool Co. 
Tide Water Associated Oil 
Co. 

Walworth Co. 
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1952 


184,500° 
184,000° 
184,000 
183,500° 
183,000 
183,000° 
182,900 
181,000 
179,400° 
179,000 
177,900° 
175,400° 
175,000 
175,000 
173,000 
172,800° 
172,000 


170,700 
170,000 
170,000 
169,800° 


168,800* 
168,000 
167,300 


167,000 
165,800° 
165,000 
165,000 
164,000 
163,300 
163,200° 
163,000 
161,700 
161,000 
160,000 
160,000 
159,200° 
157,000 
157,000 
156,700° 


155,000 
155,000 
155,000 
154,000 
154,000 
153,000 
153,000 
152,600 
150,700 
150,000 
150,000 
150,000 
150,000 
150,000 
150,000 
150,000 
150,000 


149,800 
149,300 
148,800 
148,000 


147,600° 
147,600° 


1951 
200,700° 
113,200° 


189,200° 
170,000 


71,100° 
155,000 
89,100° 
63,000 
158,300° 
283,000 
93,600° 
180,000 
130,000 
123,600° 


154,500 
172,000° 
160,000 
253,000 


163,000° 
150,000 
79,100 


120,000 
137,000 
160,000 


118,100° 
144,700 
157,300° 
79,200° 
250,000 
120,000 


106,300 
112,800° 
160,200 


118,100° 


165,000° 


73,100° 


119,000 
137,000 
133,000 


66,300° 
125,000 


68,300 
121,000 
100,600 
149,000°* 


102,900° 
116,400° 


Change 
8.1 
62.5 


3.0 
7.6 


| 157.2 
16.8 
+ 101.3 
+ 184.1 
12.4 
38.0 
87.0 
2.8 
33.1 
39.8 


Rank 


219 
220 
221 
222 
223 
224 
225 
226 
227 
228 
229 
230 


232 
233 
234 


235 


236 
237 
238 
239 
240 


Company 
Standard Oil Co. (Cal.) 
Carpenter Steel Company 
American Air Filter Co. 
Mack Manufacturing Co. 
American Hardware Corp. 
Armstrong Machine Works 
Hearst Publishing Co. 
Allen B. DuMont Labs. 
Keasbey & Mattison Co. 
R. C. Mahon Co. 
Automatic Electric Co. 
Elliott Co. 
Boeing Airplane Co. 
Champion Spark Plug Co. 
Simmons Co. 
Weston Electrical Instrument 
Corp. 
Cincinnati Milling Machine 
Co. 
Ceco Steel Products Corp. 
National Biscuit Company 
Hewitt-Robins Inc. 
Bankers Trust Co. 
Century Electric Co. 
Cutler-Hammer, Inc. 
S. S. White Dental Co. 


° 
° 


1952 
147,000 
145,500° 
145,000 
142,500° 
142,400 
142,000° 
142,000° 
141,800 
140,500° 
140,300 
140,000 
140,000 
137,000 
136,000 
135,400° 


1951 Change 
107,000 37.4 
139,600" + 4.2 
135,000 + Va 
187,000 23.8 


81,200° 74.9 
118,000 20.3 
143,500 1.2 

84,900° 65.5 

89,850 56.1 
120,000 16.7 
125,000 12.0 

50,.400° + 171.8 
106,100 28.3 


135,400° 96,500° 
135,000 
135,000 
135,000 
134,400° 
134,000 
133,100 
132,400° 
131,000 


150,000 
130,000 


116,700° 
125,000 


99,600° 
92,000 


Business paper advertisers .. what they 


1952 


641 companies 
invested $50,000 
or more each.. 
Total for group: 
$108.621,.500 


1951 


489 companies 
invested $50,000 
or more each.. 
Total expenditure: 
$74,061,817 


Chart copyright 1953, Advertising Publications, Inc. 


American Gas Assn. 
Firestone Tire & Rubber Co. 
Toledo Scale Co. 

R. K. LeBlond Machine 

Tool Co. 

DeVilbiss Co. 

National Electric Products 
Corp. 

National Coal Assn. 

Philip Carey Co. 

Chicago Bridge & Iron Co. 
Fenwal Inc. 

Foster Wheeler Corp. 
National Starch Products 
Pressed Steel Car Co. 

U. S. Plywood Corp. 
General Tire & Rubber Co. 
New Britain Machine Co. 
H. J. Heinz Co. 

Snap On Tools Corp. 
Trane Co. 

Foxboro Co. 

U. S. Hoffman Machinery 
Corp. 

Schering Corp. 


110,000 18.2 
68,200° 89.7 
125,000 t 2.4 


130,000 
129,400* 
128,000 
20.2 


127,400° 106,000* 


127,200 
126,600 109,000 
125,000 
125,000 
125,000 
125,000 
125,000 
125,000 
125,000 
125,000 
124,300° 
123,800* 
123,300° 
123,000 
123,000 
121,400 


105,000 
102,000 
152,100° 
140,000 


225,000 
64,600° 
130,000 
121,000 
110,000 
92,100 
99,500° 


121,000 
120,800° 


90,000 








Survey Reveals Amazing Proportion of 
Orders Resulting from Inquiries Produced 
by Industry's Buying Guide as | 


The research department of 
CONOVER-MAST PURCHASING 
DIRECTORY recently conducted a 
nation-wide survey to determine the 
proportion of inquiries produced 

by C-MPD which resulted in actual 
orders. Questionnaires were sent to 
1,450 names selected from the 
C-MPD latest inquiry file. 


Here are the Results 


The 817 users who responded to the 
questionnaire reported that of the 
4,541 inquiries which they sent to 
companies listed in CONOVER- MAST 
PURCHASING DIRECTORY, 2,575 or- 
The C-MPD representative in your area will gladly give ders were placed. In the case of 
you a more detailed report of this survey, and at the 1,783 of these orders, the amount of 
same time show you how your company, too, can re- . -¢ : 
business was specified—and it 


ceive orders and buying inquiries through the CONOVER- 
MAST PURCHASING DIRECTORY. totalled $3,392,187.21. 


WRITE TODAY 





/ 
CONOVER-MAST PURCHASING DIRECTORY GIVES 
YOU 60% MORE MANUFACTURING CIRCULATION 


° a ‘ 
Conover-Mast Seen 
Total Circulation 
CMPD ARYA") ‘ ¥ 4 25,132 CCA 
| C RY Dec. 1952 
THOMAS ag 21,000 ABC 
737 NORTH MICHIGAN AVENUE, CHICAGO 1], ILL. REGISTER 13,917 7,083 | Dec 1952 
BRANCH a en 
MANUFACTURING CIRCULATION ee All OTHER | 


CONSULT YOUR ADVERTISING AGENCY 
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BARNACLE BILL better watch out, now that Cleve 
land’s Glidden Company is introducing a new anti 
fouling marine paint. It all adds up to a multi-million 
dollar market in new compounds. Thus, the paint 
producers help push Chemical Process Industries’ 
progress along faster — a market that has already in 
creased its output five-fold within the past dozen years. 


Haas plant at Deer Park, Texas, Eight million dollars here, all 
bet on a new process that never went through the pilot plant 
stage. They say the CPI is never built, always building — last 
year nearly $7 billion was spent for new plants and equipment. 


bamacle bill, ethy! acrylate, no Ku Klux, 


CHEMICAL WEEK is deliberately designed for business- 


Things happen fast in the Chemical Process Industries 

. like synthetic detergents, ethyl acrylates, new 
paints . . . like output value, up five times within 
twelve years. And in America’s fastest-moving indus- 
try, profit-minded executives watch CHEMICAL WEEK 
... to keep them abreast of the swift trends and devel- 
opments which affect business interests. In the process 


industries, it’s management's own magazine. 


minded men, alert for new ideas to speed production 
and increase profits. That’s why your advertising in 
CueMIcaL WEEK accelerates sales... it carries your 
message direct to management levels your salesmen 
find hardest to reach. And in today’s market, more and 
more advertisers are turning to CHEMICAL WEEK... 


to sell management men and to keep them sold. 


alert management, and... 


in the chemical process industries . . . it’s management’s own magazine 








NO KU KLUX this fellow! He’s a chemical work- 
er, well protected in the hot spots by his natty 
asbestos suit. Safety clothing and devices find 
wide use in combating operating conditions in 
process plants —in many cases, it’s a union con- 
tract must, So, too, do chemical process firms spend 
heavily in maintenance equipment and supplies. 


ALERT MANAGEMENT in this picture is Continental 

Oil’s Kenneth Gerhart, supervising its Baltimore sul- _ y |. 4 
fonation pilot plant. This is a miniature synthetic deter ‘ / ee / a if 
gent production line. “Have to be on your tues in this A | ; 

fast-growing detergents business,” says Gerhart, “and one 

good way I keep in the know is via CHEMICAL WEEK.” 


- Chemical Week 


A McGRAW-HILL PUBLICATION * ABC-ABP 
McGRAW-HILL BUILDING, NEW YORK 36, N. Y. 





° 


9 ° 


Rank Company 1952 1951 Change Rank Company 1952 1951 Change 
265 Westinghouse Air Brake Co. 120,800° 79,500 51.9 327 Bull Dog Electric Products 
266 Atlas Powder Co. 120,000 132,600 9.5 Co. 100,000 75,400* + 32.6 
267 Chase National Bank 120,000 90,000 33.3 9328 Continental Supply Co. 100,000 100,000 00.0 
268 Day Brite Lighting Co. 120,000 110,000 + @ 329 Cornell Dubilier Electric 
269 Farrell Birmingham Co. 120,000 99,000 - S12 Corp. 100,000 
270 Jetirey Mig. Co. 120,000 200,000 40.0 330 Thomas A. Edison Inc. 100,000 110,000 
Norfolk & Western Ry 120,000 115,000 4.3 Enterprise Mig. Co. 100,000 100,000 
272 Philadelphia Inquirer 120,000 85,000 41.2 332 Robert Gair Co. 100,000 90,000 
273 Jones-& Lamson Machine 333 Gaylord Container Corp. 100,000 170,000 
Co. 119,300° 111,000 7.5 334 General Controls Co. 100,000 
274 Ames Co. 118,400 60,000 97.3. 335 Goodall-Sanford Inc. 100,000 111,400 
275 Wm. Powell Co. 118,300° 85,000 39.2 336 Howell Electric Motors Co. 100,000 100,000 
276 United Shoe Machinery 337 Kwikset Locks Inc. 100,000 
Corp. 118,000 116,000 1.7 338 Lane Wells Co. 100,000 100,000 
277 Buda Co. 117,500 131,300 339 Lewyt Corp. 100,000 
278 Bravo Corp. 117,000 340 Liquid Carbonic Corp. 10C,000 100,700 
279 Globe-Union Inc. 117,000 115,200 ; Philadelphia Gear Works 100,000 100,000 
280 Iowa Mfg. Co. 117,000 150,000 342 Puck-The Comic Weekly 100,000 
Dodge Mig. Corp. 115,100 100,000 343 Stromberg Carlson Co. 100,000 
282 Sealed Power Corp. 115,000 100,400 t 344 Tinnerman Products Inc. 100,000 238,000 
283 Durez Plastics & Chemicals 345 Johnson Bronze Co. 99.600° 93,200° 
Co. 115,000 64,500 t 346 American Seating Co. 98,000 133,000 
284 Euclid Road Machinery Co. 115,000 90,000 t 347 Cleaver-Brooks Company 98,000 71,000 
285 Sponge Rubber Products Co. 115,000 92,000 { 348 Belden Manufacturing Co. 97,900 58,000 
286 Thew Shovel Co. 115,000 349 Read Standard Corp. 97,000 
287 Lincoln Electric Co. 114,700° 108,400° + : 350 Robbins & Myers, Inc. 97,000° 327,000 
288 Reed Roller Bit Co. 114,000 92,200 t Servel Inc. 96.600 60,000 
289 Okonite Co. 113,600 104,000 t J 352 Whitney Hansen Industries 96,500° 65,000 
290 Congoleum Nairn Inc. 113,100 85,000 t 353. Dewey-Almy Chemical Co. 96,300 82,000 
291 Graybar Electric Co. 112,600 111,000 } F 354 Armstrong Blum Mfg. Co. 95,500° 75,600° 
292 Ebasco Services Inc. 112,000 355 Gerber Products Co. 95,100 81,500 
293 Fedders-Quigan Corp. 111,500 132,600 : 356 Allegheny Ludlum Steel 
294 American Hoist & Derrick Corp. 95,000 198,100° 
Co. 111,000 110,000 { d 357. American Car & Foundry 
295 Simonds Saw & Steel Co. 110,200° 155,600° Co. 95,000 93,300 
296 A. P. Controls Corp. 110,000 100,800 } ; 358 Beaunit Mills Inc. 95,000 60,000 
297 Fluor Corp. 110,000 359 Metals & Controls Corp. 95,000 100,000 
298 General Mills 110,000 360 Pfaudler Co. 95,000 70,000 
299 Houdaille-Hershey Corp. 110,000 110,000 Tyler Fixture Corp. 95,000 80,000 
Walter Kidde & Co. 110,000 66.600" + 362 Ampco Metal Inc. 94,500 54,000 
Lincoln Engineering Co. 110,000 363 Curtis Mfg. Co. 94,000 
National Acme Co. 110,000 95,400 | 364 Fafnir Bearing Co. 94,000 69,200* 
Rome Cable Corp. 110,000 65,000 } 365 Stephens-Adamson Mfg. Co. 93,800 
Surface Combustion Co. 110,000 70,100° } 366 Ferro Corp. 93,000 
Foote Bros. Gear & Machine 367 Benjamin Electric Mfg. Co. 92,800 
Corp. 109,700* 120,000 E 368 Van Norman Co. 92,500° 147,800* 
Russell, Burdsall & Ward 369 Brunner Mfg. Co. 92,000 67,000 
Bolt & Nut Co. 108,900 85.000 f 370 Miles Laboratories 91,800 
Mathieson Chemical Corp. 108,700° 125,000 Anderson Corp. 91,600 
Perfect Circle Co. 108,000 80,000 { 372 American Type Founders 91,000 
Kaiser Aluminum & Chem. 373 Eljer Co. 90,700 76,000 
Corp. 107,000 79,100 } 374 Railway Express Agency 90,700 
Syntron Co. 107,000 67,000 | 375 Arvin Industries 90,000 75,000 
Commercial Credit Co. 106,800 85,000 376 E. W. Bliss Co. 90,000 
Farval Corp. 106,000 55.000 } 377. Brush Development Co. 90,000 
National Aluminate Corp. 105,400 197,000 : 378 Flexonics Corp. $0,000 
California Packing Corp. 105,000 379 Gisholt Machine Co. 90,000 141,300° 
Master Electric Co. 105,000 80,000 } 380 Jaeger Machine Co. 90,000 110,000 
Monroe Auto Equipment Co. 105,000 55.000 } Lamson & Sessions Co. 90,000 68,200 
Henry Disston & Sons 104,100° 74,100° + 382 Leeds & Northrup Co. 90,000 85,000 
Anheuser-Busch Inc. 104,000 104,500 383 Nat. Electrical Manufac- 
Wernot Dental Mfg. Co. 104,000 turers Assn. 90,000 90,000 
320 Baker Raulang Co. 103,700 100,000 ; 384 John Sexton & Co. 90,000 
De Laval Separator Co. 102,100° 160,000 ’ 385 Edwin L. Wiegand Co. 90,000 80,000 
322 Victor Chemical Works 101,000 386 Yoder Co. 90,000 95,000 
323 Irvin Neisler & Co. 100,700 387 Ethyl Corp. 88,500 70,000 
324 Albertson & Co. 100,000 388 Ansul Chemical Co. 88.000 
325 Allied Radio Corp. 100,000 100,000 389 Dorr Co. 88.000 70,000 
326 Bridgeport Brass Co. 100,000 80,000 | 390 Sangamo Electric Co. 87,900 152,000 
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" To tell them ALL... 
you ALSO need... 


| MacRAE’ 


BLUE 
BOOK 


In the 34 states, for example, where industry is expanding 
most, MacRae’s is more widely used than the other old 
established buying guide. In all 48 states MacRae’s offers 


plus value in 
QUALITY OF CIRCULATION... 


The key executives only at America's 
18,000 dominant points of industrial 
purchasing receive MacRae's. This 
selected readership at the buying 
decision level assures unduplicated 
quality circulation. 


BUYER PREFERENCE... 
90.4% of MacRae recipients re- 
port they use MacRae's Blue 
Book as their “principal” or 
“exclusive” buying reference. 
84% say they use MacRae’s 
“frequently.” Reasons for 
preference are listed as 
MacRae's accuracy, com- 


Complete 
Convenient 


NE BOO 


pleteness, accessibility of data, and 
one-book convenience. 


SELLING POWER... 

Your sales story in MacRae’s reaches 
the decision makers in America's 
18,000 top rated companies. You 
reach the buying influences, too. 
MacRae’s averages 3-plus read- 
ers per copy at the executive 
level. Furthermore, older copies 
are ‘passed along" to subsidi- 
ary offices and plants to the 
extent that, by conservative 
estimate, 75,000 copies of 
MacRae’s Blue Book are 

in constant use. 


goTal 


Remind Your Agency 
to Reserve Space NOW 
in the 61st Annual Edition 


BLUE 


Mac RAE’S coox 


18 East Huron Street, Chicago 11, Illinois 





if you sell railway signaling and communications 
are you going directly to the men who specify 


to Top Railway Management... 


umportant to you because top men 
authorize and appropriate 





who they ar@— Railway executives, top managerial officers and depart- 
ment heads include: Chairmen, Presidents, Vice Presidents, Treasurers, 
General Managers, General Superintendents, Freight and Passenger 
Traffic Managers, Purchasing Agents, General Storekeepers, and heads 
of technical departments. 


what they do—These men are responsible for over-all efficiency. They 
keep a close check on finances. They include the authorizing and appro- 
priating officers. They have an interest in products from the standpoint 
of efficiency of operation, customer satisfaction, and economy. They 
include the men who place the orders. 


—a to Railway Signaling and Communications Officers... 


pignaling .. umportant to you because they are 
responsible for product performance 








who they afe—Signal Engineers, Signal Supervisors, Signal Inspectors 
... Superintendents of Communications, Communications Engineers, 
Radio and Elecronic Engineers, General Supervisors of Communications. 


what they do—These men are responsible for the installation and per- 
formance of equipment and materials for centralized traffic control, auto- 
matic block signaling, interlockings, car retarders for classification 
yards, train, yard and wayside communications, telephone and telegraph 
facilities, and grade crossing protection. 


do you sell products used in 
signaling and communications? 


If you sell this or any other branch of the 8 billion dollar railway market, 
write for your free copy of 1953 Railway Market & Media, which reports 
annual purchases and current trends in the railway market. Also con- 
tained is data on effective routes to railway sales through selective use 
of the Simmons-Boardman publications. 
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departments... 
and appropriate ? 


RAILWAY AGE is read by over 90% of this man- 
agement group which you must reach for favor- 
able consideration and approval. It is the broad 
coverage medium serving the entire railway 
field with important news developments weekly. 
It is the only magazine written specifically for 
railway management. 


Use RAILWAY AGE to speed management accep- 
tance of your product by presenting its efficien- 
cies and economies. 


Net paid railway circulation—10,543; total net 
paid—14,501. 


RAILWAY AGE’S paid RAILWAY Circulation 
Up 96% in 2/2 Years. Subscription Renewals 81%. 


ee er ee ‘Ss 


RAILWAY SIGNALING & COMMUNICATIONS is the 
must publication for these railway men who 
select, specify, install, and maintain railway 
signaling and communications equipment. 


RAILWAY SIGNALING & COMMUNICATIONS is the 
only publication covering this specific branch of 
railroading. It reports fully on the activities of 
the AAR Signal section and the AAR Communi- 
cations section. It is the publication to use to 
explain, demonstrate and sell the advantages 
of your product to the men most directly con- 
cerned with it. 


Net paid railway circulation—4,122; total net 
paid —4,870. 


RAILWAY SIGNALING & COMMUNICATIONS’ paid 
RAILWAY Circulation Up 40%. Subscription Renewals 83%. 





the combination 
that speeds sales 


RAILWAY AGE for management 
which gives the final approval 
and often initiates major 
improvement programs. 


Because ... RAILWAY AGE is the 
recognized authority on railway 
matters... has the business point 
of view... covers all important 
developments from the executive 
and management standpoint... 
reports the news... interprets 
events and developments... alerts 
the industry to significant trends... 
mailed every Friday night, it is on 
top of events as they occur... best 
read in the railway industry. 


RAILWAY SIGNALING & COMMUNI- 
CATIONS for the men who have to 
know all that is going on in this 
specific branch of railroading. 


Because... RAILWAY SIGNALING & 
COMMUNICATIONS is concentrated 
wholly in the signaling and com- 
munications department... 
providing the largest editorial 
coverage and the largest circulation 
coverage concentrated among 
signaling and communications 
officers, of any railway business 
publication. 


When you use both, you have the 
advantage of combination rates 
and reach an unduplicated audience 
of 14,401 railway men. 


Remember, total space used in 
RAILWAY SIGNALING & COMMUNI- 
CATIONS and RAILWAY AGE can be 
counted in determining your yearly 
rates in either publication. 


For full details see our Service-Ad 
in Standard Rate & Data. 


headquarters for Railway Marketing information 


SIMMONS-BOARDMAN PUBLICATIONS ® ® 


New York 7, 30 Church Street * Chicago 3, 79 West Monroe Street * Cleveland 13, Terminal Tower 


RAILWAY AGE « RAILWAY LOCOMOTIVES & CARS + RAILWAY TRACK & STRUCTURES + RAILWAY SIGNALING & COMMUNICATIONS 
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Rank 


391 
392 
393 
394 
395 
396 


397 
398 
399 
400 


402 
403 


404 


405 
406 


407 


408 
409 


Company 


Synthane Corp. 

Riker Labs, Inc. 

R. M. Hollingshead Corp. 
Cherry Burreli Corp. 
Columbia Records 
Internationai Minerals & 
Chemical Corp. 


Reliance Electric & Engineer- 


ing Co. 
Nopco Chemical Co. 
Kennametal Inc. 


Hooker Electrochemical Co. 


Fiske Bros. Refining Co. 
Kellogg Co. 

Minnesota & Ontario Paper 
Co. 

Elastic Stop Nut Corp. of 
America 

George J. Meyer Mfg. Co. 
Cast Iron Pipe Research 
Assn. 

Hein-Werner Motor Parts 
Corp. 

Heyden Chemical Corp. 
Parker Kalon Corp. 
Superior Steel Corp. 
Cochrane Corp. 


Diamond Chain & Mfg. Co. 


E. L. Bruce Co. 

Eimco Corp. 

Heil Co. 

Emerson Electric Mfg. Co. 
Clearing Machine Corp. 
Kold Hold Mfg. Co. 
United-Carr 
Brown Co. 
Dearborn Chemical Co. 
Hinde & Dauch Paper Co. 


International Resistance Co. 


Kentile Inc. 

Lindberg Engineering Co. 
Ohio Crankshaft Co. 

F. J. Stokes Machine Co. 
Ward Leonard Elec. Co. 
West Disinfecting Co. 
Metropolitan Sunday Mag- 
azine Corp. 

Hammermill Paper Co. 
Bowser Inc. 

Greenlee Bros. & Co. 
Stone & Webster Engineer- 
ing Corp. 


Henry Vogt Machinery Co. 


Sprague Elec. 
Dana Corp. 


Raymond Concrete Pile Co. 


Assn. of American 
Railroads 

Formica Co. 

E. F. Houghton Co. 
Marquette Cement Mig. Co. 
Metal & Thermit Corp. 
Kohler Co. 

Macwhyte Co. 

Gar Wood Industries 

J. D. Adams Co. 

Aeroquip Corp. 

American Laundry Machin- 
ery Co. 
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Fastener Corp. 


1952 


87,700 
87,400° 
87,300 
87,000 
87,000 


86,900° 


86,900* 
86,700 
86.400° 
86,200 
86,000 
86,000 


86,000 


85,900° 
85,400° 


85,000 


85,000 
85,000 
85,000 
85,000 
83,900° 
83,900° 
83,500 
83,200 
82,600 
82,200 
82,000 
82,000 
81,000 
80,000 
80,000 
80,000 
80,000 
80,000 
80,000 
80,000 
80,000 
80,000 
80,000 


79,800 
79,400 
79,200 


79,000 


79,000 
79,000 
78,406 
78,000 
78,000 


77,600 
77,100 
77,000 
76.900 
76,900 
76.300° 
76,300° 
75,.300* 
75,000 
75,000 


75,000 


1951 


60,500 
100,000 


75,000 


124,800 

150,000 
67,800° 
88,900 
80,000 
53,000 


70,000 
65,000 
93,000 
108,000 
82,000 
80,000 
80,000 


350,000 


69,000 


75,000 


75,000 
100,000 


107,100 
62,000 


65,000 
66.700° 
150,000 
62.600 
70,000 


71,000 


° 
70 


Change 
45.9 
12.6 


Rank 
451 


452 
453 
454 
455 
456 
457 


458 
459 
460 
461 
462 
463 
464 
465 


467 
468 
469 
470 


472 
473 
474 
475 
476 
477 
478 
479 
480 


482 
483 
484 
485 
486 
487 
488 


489 
490 


492 
493 
494 
495 
496 
497 
498 
499 
500 


502 
503 
504 


505 


506 
507 
508 
509 


Company 


American Welding & Mig. 
Co. 

Atlas Press Co. 

Auto Specialties Mig. Co. 
Bear Mig. Co. 

Cleveland Container Co. 
Fuller Co. 

Galion Iron Works & Mig. 
Co. 

Kearney James Corp. 
Kearney & Trecker Corp 
Marley Co. 

McQuay Norris Mfg. Co. 
A. E. Staley Mfg. Co. 
Sterling Electric Motors 
Vanadium Corp. of America 
Breeze Corp. 

Lynch Corp. 

Hubbard & Co. 
Purolator Products 
Tung-Sol Electric 

Sprout & Waldron Co. 
Bullard Co. 

International Shoe Co. 
McDonnell & Miller 
Dentists Supply Co. 
Irwin, Neisler & Co. 
Eagle Picher Co. 

P. R. Mallory & Co. 

J. T. Baker Chemical Co. 
Chapman Valve Mfg. Co. 
Firth Sterling, Inc. 
Imperial Brass Mig. Co. 
Mine Safety Appliance Co. 
Reo Motors, Inc. 
Shellmar Products Corp. 
Superior Tube Co. 
Waukesha Motor Co. 
Wayne Pump Co. 

Union Asbestos & Rubber 
Co. 

Quaker Oats Co. 
Lunkenheimer Co. 
Magnus, Mabee & Reynard 
Cleveland Worm & Gear Co. 
D. W. Onan & Sons 
Breuer Electric Mfg. Co. 
Douglas Aircraft Co. 
Sandoz Chemical Works 
Briggs Mfg. Co. 

Nation's Business 

Witco Chemical Co. 
Udylite Corp. 

Bailey Meter Co. 
Cambridge Wire Cloth Cv. 
Cardwell Mig. Co. 
Dings Magnetic Separator 
Co. 

Electric Controller & Mfg. 
Co. 

Farm Journal 

Federal Products Corp. 
Lewis-Shepard Co. 
Reeves Pulley Co. 

Royal Metal Mfg. Co. 
Schield Bantam Co. 
Simplex Wire Cable Co. 
Chase Bag Co. 
Hydraulic Press Mig. Co. 


1952 


75,000 
75,000 
75,000 
75,000 
75,000 
75,000 


75,000 
75,000 
75,000 
75,000 
75,000 
75,000 
75,000 
75,000 
74,800° 
74,800° 
74,300° 
73,000 
72,800 
72,700 
72,000 
72,000 
72,000 
71,400 
71,300° 
71,200 
71,000 
70,000 
70,000 
70,000 
70,000 
70,000 
70,000 
70,000 
70,000 
70,000 
70,000 


69.000 
68,700 
67,700° 
67,700° 
67.200° 
67,200° 
67,000 
66,700° 
66,700° 
66,300 
66,000 
66,000 
65,900 
65,000 
65,000 
65,000 


65,000 


65,000 
65,000 
65,000 
65,000 
65,000 
65,000 
65,000 
65,000 
64,700° 
64,000 


1951 


67,000 
75,000 
50,000 
70,000 
90,100 
70,000 
85,000 


60,000 
63,600 


57,000 
59,000 
58,700 
55,000 


67.400 

97,900 

58,500 
121,900° 


85,200° 
60.000 


67,700° 
50,000 
107,000 
92,900 
64,000 
103,000 
65,000 


55,300 


127,000 
54,000 


65,000 
55,000 
65,000 
55.000 
100,000 
65,000 


56,000 
75.000 


o, 
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Change 





SPICER’S top engineers ALL 
read SAE — 
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Seated (left tu right): R. R. Burkhalter, chief engineer, Universal Joint Division; L. J. O'Brien, chief engineer, Salisbury Axle Works; 
R. P. Lewis, executive engineer; E. J. Barth, chief engineer, Mechanical Transmissions Division; S. L. Widrig, chief metallurgical 
engineer; W. V. Thelander, chief engineer, Clutch Division; Standing (left to right): W. P. Michell, chief development engineer; E. W. 
Zingsheim, chief engineer, Hydraulic Transmission Division; G. L. Tarbox, chief test engineer; A. H. Deimel, chief research engineer, 
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All ?“selling is 


... and nothing specializes 


ee i 
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like the business press 


You can sell suntan lotion on Broadway or Beacon 
Street . . . but this seagoing salesman can move a 
whale of a lot more. His selling’s good because he 
specializes. He concentrates on customers. 


Simple sense? Certainly. It’s a prime solution for 
the tough problem of moving more goods at lower 
cost-per-sale. It’s also a prime reason why the 
business press does such a whale of a selling job. 


Business papers specialize sharply. They cover 
every field, go where every product’s made or bought 
or sold. In every market, they pick out the specific 
prospects for specific products. 


That’s a job no other media can do so well. 


It’s much more than a matter of circulation. For 
business papers specialize editorially, too. They 


A 5, 


prime the reader with facts of his own special 
business . . . start him planning... tell him how... 
send him to the advertising pages to find the prod- 
ucts, materials and services he needs. That, sure 
enough, is a job no other media can do! 


All this specialization makes advertising work — 
and work big! There is plenty of proof in the huge 
$300,000,000 advertisers invested in business papers 
in ’52...a hefty 33% over a short five years ago. 


No matter what you sell to industry . . . or to 
the dealers and wholesalers who move your goods 
in volume .. . you can sell it faster, and for fewer 
dollars-per-sale, when you advertise it first in the 
specialized papers that concentrate on the business 
of your customers. 


For years ABP has maintained a steady flow of informative material 


Want these new ad-helps? 


planned to help advertisers step up the efficiency of their business paper 
advertising. Here are six of the newest ABP pieces. Write for the ones you want. 


Leading Business Paper Advertisers of 1952 . . . 
ABP’s second annual report, covering expenditures of 
929 leading business paper advertisers, gives you a 
yardstick to measure your own ad-efforts. $2.00 per copy. 
Send me i 


Awards for Advertising in Merchandising Publica- 

tions . . . Examples of winning campaigns in ABP’s 

1953 “merchandising” contest, with an analysis of why 

they’re winners . . . a guide to techniques that make 

effective advertising to dealers. 24 page booklet. 
Send me 


Awards for Advertising in Industrial, Professional 
and Institutional Publications . . . The winners of 
ABP’s 1953 “industrial” contest. Like the “‘merchan- 
dising” book, it’s a guide to planning and preparing 
better business paper advertising. 20 page booklet. 
Send me i 
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Sell Your Product . . . Newest folder in the series on 
advertising to “the man-in-the-middle”, your dealer. It 
lines up copy slants that can help sell your product’s 
sales features. 


Write to your ABP merchandising paper 
(or to ABP) for copies. 


Agenda: To Keep Business Out of the Dog House 

... J. K. Lasser takes a realistic look at the need for 

more research, promotion and advertising . . . to build 

more business and a stronger economy. 12 page booklet. 
Send me 


A Cosmic Tool . . . Some ideas on better ways to use 
business papers as a management tool . . . and as a 
means of meeting today’s critical need for new ways of 
doing things. 16 page booklet. 
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All members of ABP are proud members of ABC % omnes 


One proof of the good performance of ABP 
papers is the fact that they're all paid-circula- é THE Associ ATED 
tion, ABC-audited. Their circulations are bound ‘ 

to be kept more free of waste for the obvious 

reason that people who don’t value a paper i BUSINESS Py BLICATIONS 
don’t renew subscriptions. Neither do men who've 

left the field. Paid circulation is self-purging. Founded 1916 
The fact is, more than 2,000,000 subscribers 
whe want AND papers gap. eran SHER ESS to 205 East 42nd Street, New York 17, N. Y. 
get them! This is just one more reason why it’s 
worth your while to look for the ABP and ABC 
symbols when building your business paper list. 








MUrray Hill 6-4980 
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Rank Company 1952 1951 Change Rank Company 1951 Change 


515 Sturtevant Mills Co. 64,000 579 Associated Plywood Mills 
516 Bendix Westinghouse Auto- 580 Bay State Abrasive Prod. 
motive Air Brake Co. 63,000 Co. 
517 Fellows Gear Shaper Co. 63,000 Esterbrook Pen Mig. Co. 
518 Fuller Brush Co. 63,000 55,000 f Garlock Packing Co. 
$19 Harshaw Chemical Co. 63,000 Jackson & Church Co. 
520 Minneapolis Moline Co. 62,800 50,000 t Lock Joint Pipe Co. 
521 Seamless Rubber Co. 62,200° 100,000 Motor Products Corp. 
522 Landis Machine Co. 62,000 89,100° (Deep Freeze Div.) 
$23 Plomb Tools 62,000 Pioneer Engineering Works 
524 Ruberoid Co. 62,000 Willson Products Inc. 
525 L. S. Starrett Co. 62,000 180,000 Rapids-Standard Co. 
526 Weyerhaeuser Timber Co. 62,000 55,600 t Fisher Scientific Co. 
527 Hoover Co. 61,800 56.200 | American Bosch Corp. 
528 Crouse-Hinds Co. 61,500 60,000 t . Campbell Chain Co. 
529 Clipper Manufacturing Co. 61,300 55,000 { Central Scientific Co. 
530 Hanson-Van Winkle- Clarage Fan Co. 
Munning Co. 61,000 55,500 t . Four Wheel Drive Auto Co. 60,000 
Sonoco Products Co. 61,000 $8,000 t e James P. Marsh Co. 
U. S. Pipe & Foundry 61,000 Gilbert & Barker Mig. Co. 60,000 
Container Corp. of America 60,400 75,000 \ Thomas J. Lipton Co. 
Acme Steel Co. 60,000 Pyle-National Co. 50,000 
Adams & Westlake Co. 60,000 63,800 . Visking Corp. 100,000 
American Hard Rubber Co. 60,000 Donahue Sales Corp. 
Bastian Blessing Co. 60,000 Copperweld Steel Co. 51,000 
Block Drug Co. 60,000 50,000 t Belding. Hemingway, 
Cannon Electric Co. 60,000 65,000 : Corticelli Co. 
Columbus Plastic Products 60,000 50,000 t Fansteel Metallurgical Corp. 
Federal-Mogu! Corp. 60,000 General Fireproofing Co. 
Hazel-Atlas Glass Co. 60,000 Goulds Pumps Inc. 
543 Kirk & Blum Mfg. Co. 60,000 60,000 F Pneumatic Scale Corp. 
$44 H. Kohnstamm & Co. 60,000 Richmond Radiator Co. 
545 National Screw & Mig. Co. 60,000 Standard Conveyor 
W. H. Nicholson & Co. 60,000 $1,100 { d Oil Center Tool Co. 
547 Oneida Paper Products Co. 60,000 Emery Industries Inc. 
548 Permatex Co. 60,000 60,000 Mall Tool Co. 
549 Proctor & Schwartz 60,000 51,000 Marquette Mig. Co. 
550 Ralston Purina Co. 60,000 Morton Salt Co. 
Reeves Bros. 60,000 50,000 F Weaver Mig. Co. 
552 Roddis Plywood Corp. 60,000 Lufkin Rule Co. 
553 Signode Steel Strapping Co. 60,000 60,000 . American Monorail Co. 50,400° 
554 Sloan Valve Co. 60,000 American Zinc, Lead & 
555 John Wood Co. 60,000 Smelting Co. 
556 5S. C. Johnson & Son 59,600° 76,100 S. Blickman Inc. 
557 Taylor Forge & Pipe Works 59,600° 75,000 Cameron Iron Works 100,000 
558 Tomkins-Johnson Co. 59,600° 52,000 Canada Dry Ginger Ale Inc. 80,000 
559 Marion Power Shovel Co. $9,000 50,000 t Wilmot Castle Co. 
560 Patterson Kelley Co. 59,000 Connor Engineering Corp. 
561 Lyon Metal Products 58,600° 144.900 y Diversey Corp. 
$62 American Lava Corp. 58.400 Driver Harris Co. 
563 Dollinger Corp. 58,000 52,000 Durkee Atwood Co. 
564 Monarch Machine Tool Co. 52,000 50,300 t Elwell Parker Electric Co. 
565 National Twist Drill & Tool Federal Bearings Co. 
Co. 58,000 60,000 : Michael Flynn Mfg. 
566 Philadelphia Bulletin 57.700 58,500 ‘ General Box Co. 
567 Diamond Power Specialty Globe Hoist Co. 
Corp. 57,600° 63,100 . Graver Tank & Mig. Co. 
568 Ohio Injector $7,600 Hiram Walker Inc. 
569 Wellington Sears Co. 57,600° 116,000 Homelite Corp. 
570 Pioneer Rubber Co. 57,000 52,000 t r Homestead Valve Co. 
Seven-Up Co. 56.600° 63,000 McKesson & Robbins 
$72 Stuart Co. 56,200 52,200 t : National Co. 
573 Cleveland Twist Drill Co. 56.100° 57,500° y National Malleable & Steel 
574 Huber Mig. Co. 56,000 Castings Co. 
575 De Walt Inc. 55,600° 50,000 { Schramm Inc. 
576 Union Oil Co. 55,600° 97,100 Weatherhead Co. 
577 Frank Adam Elec. Co. 55,000 K. R. Wilson 
578 American Greetings Inc. 55,000 Wooster Rubber Co. 
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USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


2 “ane i. | 
Do a hae sleliiasin ai? 


LION’S SHARE For additional industrial tinued sales growth and future profits here in 
sales volume look Southward to the rapidly the South and Southwest. 

erowing field of petrochemicals, Over | 85% of a a ey ae ae py 
the total petrochemical industry in the U.S. is pressly for this fresh-thinking, heavy-spending 
located in the South and Southwest. cdiiineieD weidiee - Blea S Th. ite vendhi top 
engineering and management in over 10,000 
industrial, utility and large service plants of 
the South and Southwest. Reach millions of 


Pictured is the ammonium nitrate granulating 
plant of the Lion Oil Company. El Dorado, Ar- 
kansas. Investment there is approximately $20 
million. Another Lion plant, the giant Barton 
works, under construction near New Orleans. 
will cost $31 million, Southern Power and Industry 


dollars of buying power untouched by national 
power and industrial publications 


The great diversity of Southern industrial de- 
velopment forms a solid basis for your con- 806 Peachtree St., N. E. Atlanta 5, Georgia 
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FORMS CLOSE MAY 31, 1953 


Wire space reservations NOW for pages and 
inserts . . . Your product displays reach the 
buying orbit of the industry in this Catalogue 
— the ONLY yearbook of its kind in the indus- 
try—sent to more than 3000 Key Executives, in 
EVERY mill in the United States and Canada! 





my 


fey 


Guy the Unit! Blanket the THarket/ 


Your monthly messages in The PAPER INDUSTRY are 
guaranteed, BY FAR the largest PAID (ABC) Circulation 
which reaches the top-management and operating personnel 
of every important mill — at the lowest. cost per 1000. See - 
SRDS for Combination. Use BOTH mediums — and LEAD! 


FRITZ PUBLICATIONS, INC. »* 431 SOUTH DEARBORN STREET © CHICAGO 5 





WANT TO KNOW 
WHAT SERVICES 
ARE OFFERED 

BY LEADING 
BUSINESS 
PUBLICATIONS ? 
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Cover Picture .. 
Business pubiication campaign of Syn 
thane Corp., Oaks, Pa., aims at customers’ 
istomers such industries as power, 
troleum, textiles, television. The prod 
Synthane laminated plastics . . is 
electrical apparatus builders wh« 
wer industry, equipment man 
who sell to the petroleum in 
Feature of each ad is eye 
large dramatic photo, denoting 
industry, and small photo showing product 


ising Synthane plastics. 


Agency Changes. . 
B. Harold Miller . . has joined the staff of 
conti Advertising Agency, New York. He 
will serve as assistant t the president. 
Mr. Miller formerly headed the industrial 


and trade division of Thompson 


. ——— 
NeW TOrK 


Harvey N. Volkmar . . has been elected 
vice-president of Geyer Advertising, New 
. Volkmar, who joined Geyer last 

isly was account executive 


at Kenyon & Eckhardt, New York. 


Aylin Advertising Agency . . Houston, has 
been retained to handle national advertis 
ing and public relations for Corrulux Divi 


t 


sion, Libbey-Owens-Ford Glass Co., Hous 


George Homer Martin Associates . . New 


has been named by the Hobsit 
son, N. J., to handle promoti 


Robertson, Buckley & Gotsch .. is a new 
name in Chicag 1dvertising e F 


y agency is 


Howard Rotavator Co. 


has named B 
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§01/Circle on Readers’ Service Card 
Anniversary catalog describes 

More than 4,000 specialized groups for 
which mailing lists can be rented or 
bought are described in the 75th anniver- 
sary catalog prepared by Fritz S. Hof- 
heimer, New York. Categories included 
in the catalog include manufacturer and 
professional groups likely to be sought by 
business publications and industrial ad- 
vertising managers. 


$02/Circle on Readers’ Service Card 
Book matches are good bait 
when you're fishing for sales 
"Fishing for Sales with the Right Bait" 
by Universal Match Co., St. Louis, contains 
facts on readership and message reten- 
tion along with samples of effectiveness 
when book matches are used in direct 
mail programs. Included are individual, 
flexible, controllable and economical plans 
for use of book matches by industrial 
advertisers. 


$03/Circle on Readers’ Service Card 
Use of trade mark advertising 
in classified phone directory 

By the Reuben H. Donnelly Corp., Chi- 
cago, booklet describes four plans for in- 
dustrial advertising in classified pages of 
telephone directories. Selection of mar- 
kets, directing prospects to dealers, tie-ins 
with other advertising and centralized 
control are emphasized. Plans described 
are applicable for companies with numer- 
ous local outlets, those who sell through 
branch offices, companies with no branch- 
es and for identifying local representatives 
for high priced thin-market industrial lines. 


SO04/Circle on Readers’ Service Card 
Report gives complete data 
on electrical industry 

Construction in the electrical industry 
in 1953 is expected to reach $4.2 billion. 
New construction in 1953 in Hawaii, Alas- 
ka and Puerto Rico is estimated at $38,- 
000,000. The nation’s electric utilities plan 
to add 32,047 Mw during the next three 
years . . an increase of about 40%. Rural 
line construction will show a substantial 
decrease. The foregoing are samples of 
the type of information contained in the 
49th annual report on the electrical in- 
dustry by “Electrical World,” New York. 
Complete industry-wide statistics are avail- 
able in 42-page booklet. 


6O5/Circle on Readers’ Service Card 
Want to do business in Canada? 
This booklet is for you 

How and where to get the kind of in- 


>. 
> 


Use these return cards 
for publications 
mentioned on this page 








formation you need if you want to do 
business in Canada is the subject of fact- 
jammed folder, “So you Want to do Busi- 
ness in Canada” by “Canadian Industrial 
Equipment News” (CIEN). In addition to 
description of four ways to do business 
in Canada, booklet lists trade associations, 
tells how to get various statistical and 
market data and gives U. S. Embassy and 
Consul addresses in 15 Canadian cities. 


$06G/Circle on Readers’ Service Card 
Books provide basic data 
on metalworking market 

Basic Marketing Data, vols. 1 and 2, 
describe the national metalworking market 
and the metalworking industry by indus- 
trial areas. Vol. 1 shows the number of 
metalworking plants in various size brack- 
ets and shows actual worker-employment 
in the industry groups. Vol. 2 provides 
basic data based on one or more counties 
surrounding an important industrial city 
from which the area derives its name. 
Also provided is a table showing 24 differ- 
ent type of manufacturing departments 
and the number of each type in each in- 
dustrial area. Offered by “Iron Age,” 
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Readers’ Service Dept. 


Pa * Send for these helpful selling tools 


lasted. <—1abene! fomton= 





New York, with proviso all requests be 
made on company letterheads. 


§07/Circle on Readers’ Service Card 
Centralized lubrication offers 
a rich market 

A survey report on the use of central- 
ized lubricating systems in metalworking 
and metalproducing plants is offered by 
Iron Age, New York. Information in- 
cludes data on the number of machines 
equipped with centralized lubricating sys- 
tems; types of machines equipped; wheth- 


S08/Circle on Readers’ Service Card 
Highway-heavy construction is 
double-barrelled market 

This comprehensive study by Roads 
& Streets, Chicago, based on mail ques- 
tionnaires to representative samples of 
the more than 15,000 highway contractors 
who operate in the field, includes power 
units, sizes, types and mountings of en- 
gines used, number of cylinders in en- 
gines used, number of engines by sizes 
of installations, and sizes and makes of 
engines used, to mention only a few cate- 
gories. 
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% Send for these helpful selling tools 


609/Circle on Readers’ Service Card 
The export mine market 
described in detail 

This brochure, by Mining World, San 
Francisco, provides figures on metal pro- 
duction from areas outside the U. S., in- 
cluding a breakdown of the number of 
mines in each of the world’s principal 
areas. An index of the principal mining 
countries purchasing U. S. manufactured 
mining machinery, in order of dollar vol- 
ume of machinery purchases, is also pro- 
vided. 


§10/Circle on Readers’ Service Card 
The machine design market is 
electrical market as well 

A study undertaken to show the definite 
relationship that exists between manufac- 
turers of electrical drive and control com- 
ponents and the machine design market 
. . the market that includes all the makers 
of original equipment, who represent the 
primary market for most electrical com- 
ponents. The survey shows the percent- 
age of use of electrical drive and control 
components and who specifies them . . 


Zz. 





™~ 


and presents a picture of manufacturer 
recognition and buying motives. 


§11/Circle on Readers’ Service Card 
Chemical process i 
should exceed 1952 record 

Despite talk of rising costs and a pos- 
sible slack-off in business, expenditures in 
the chemical process field are expected to 
equal and possibly exceed tke all-time 
record of an estimated $39 billion set in 
1952. A new book, “The Year for Deci- 
sion,” by Chemical Engineering, New 
York, discusses such topics as chemical 
output, the improved sulphur situation, 
the new era for coal chemicals, the shift 
from soap to detergents, expectation of 
new heights in production and sales of 
plastics, the upsurge in metals . . to men- 
tion only a few. 


$i2/Circle on Readers’ Service Card 
Ordnance offers detailed 
prospectus of market 

For those interested in reaching some 
36,000 key men who are directly or in- 
directly charged with effectuating the 
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national defense program . . now spend- 
ing some $16 billion . . a new market 
data brochure has been issued by Ord- 
nance Magazine, New York. A pocket 
in the brochure carries reports of special 
survey results on readership, markets, 
purchasing influences, etc., with specific 
details of individual subjects covered by 
the brochure. 


$13/Circle on Readers’ Service Card 
Free postal guide offers 
‘gold mine’ of information 

How to make profitable use of special 
reduced mailing rates . . how to save 
time at the post office . . how to save 
time and money with commercial insur- 
ance . . how to correct mailing lists . . 
all are offered in “The Guide to the 
Use of the Mails” by Direct Mail Envelope 
Co., New York. The 28-page booklet also 
offers a complete summary of postal rules 
and regulations. 


$14/Circle on Readers’ Service Card 
Booklet tells how to write 
successful export direct mail 

A practical, know-how direct mail book- 
let is offered free to exporters by A. Har- 
per Associates, New York international 
advertising and marketing organization. 
Titled, “How to Win Customers Abroad,” 
the booklet discusses such subjects as 
the importance of direct mail in export 
trade . . how to write the export letter. 


$18/Circle on Readers’ Service Card 
Here are handy yardsticks 
for measuring your market 
Industrial marketers will find “Handy 
Yardsticks for Measuring Your Market in 
Industry,” by Conover-Mast, New York, a 
comprehensive analysis of government 
statistics that are available to the ad 
manager. Included in the 8-page booklet 
are some observations on why the ad 
manager is the one who should use these 
available government statistics. 


§16/Circle on Readers’ Service Card 
Refinery Catalog is aid 
in estimating potential market 

A 24-page brochure published by the 
Refinery Catalog, Houston, includes in- 
formation on the benefits of composite 
cataloging, market data on the oil re 
fining industry, equipment used, how buy- 
ing is done and who does the buying. 
Two pages contain hints on how to write 
industrial catalog copy. 
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Advertiser Changes. . 
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Get your story in 


Ls with the REFINERY CATALOG § 


THIS BUYING GUIDE 

can go where your sales force often cannot be. It’s on duty 24 hours 
a day in the offices of the refinery men who actually specify and buy 
refinery equipment. 

Refinery buyers usually consult available catalogs first. Informa- 
tion there helps decide whose salesmen are invited to call, what 
product is specified and which company gets the order. 

The Refinery Catalog puts your catalog in the hands of over 5.000 
refinery men with purchasing authority . . . men responsible for 
98% of refining industry buying. 

Ask a representative to show you the world’s most complete refinery 
buying power list, of men who regularly use the Refinery Catalog 

Your catalog filed in the Refinery Catalog enjoys the advantages 
of planned distribution at reasonable investment . . . going to 
the right men, in the right places... at the right time to help 


you make your sales. 


SEND NOW FOR... 


Your copy of colorful 24-page brochure. Tells how 
to make sure refinery buyers give preferred usage to 
your catalog. Value packed book gives market data, 
copy suggestions and cost comparisons. Ask for Refinery 
Cataloging Fact Book. 


The Houldi Largest WANWSIN Siblishers 


GULF PUBLISHING COMPANY 


OFFICES: * Houston (6), 3301 Buffalo Drive, LY-4301 * New York (17), 250 Park 
Avenue, El Dorado 5-4012 * Chicago (4), 332 S$. Michigan Avenue, Wabash 2-9330 
* Cleveland (10), 1010 Euclid Avenue, Main 1-2550 * Tulsa (3), Hunt Building, 
3-1844 * Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 1219 








There’s a 
big difference 
between a 
g|mocnanical man 
and the 
=7/ Mechanical 
Engineer. 


G. T. Marchmont. . itl 


Douglas B. Beath . . has been 


Some advertisers think of markets in terms of robots—not 
flesh-and-blood men—just figures. 


What's back of a statistic? A body, a brain, education, ex- 

Sun Chemical Corp... h 
perience, judgment, the confidence of associates, authority 
to select, specify and buy—all of these may be behind 
circulation figure. 
Weigh what is in the mind of a reader and you will know 
whether he is receptive, indifferent or resistant. If his pro- 
fession is engineering you may be sure that he reads with pointed manager of marketing 
high receptivity advertising claims that are technically sound. siting hlomapahnioci 
When the reader is also co-publisher he is looking at his 


own offspring and you can depend upon it... be is no robot. 


Mechanical Engineering has 35,000 mechanical engineer 
subscribers, 7/8ths of whom are co-publishers. And to prove 
their interest, the other eighth pays double fo not belonging 
to ASME-—$7.00 instead of $3.50. 


Mechanical Engineering offers by far the largest audience 


of engineers engaged in the mechanical industries. In industry Robert S. Maddox . . ha: 


i ? ° idvertising 
after industry ME reaches more engineers than any other 


publication. And there isn’t a single meaningless statistic 
among them. Ask your ME representative to show you the 
printed roster of ASME membership in which every member- 


reader is identified by firm and title. Edward C. Kent. . ha 


MECHANICAL 
ENGINEERING 


A publication of 


THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
29 West 39th Street, New York 18, N. Y. 


George R. Hettinger . . ha: 


manage! 





advertising | volume 


in business papers 


April volume 5.6°: (in pages) over 1952 
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143,918 137,529 


April pages Pages to date 
1953. 1952 1953 1952 Industrial group 


April ad volume up 5.6%; 
Year-to-date total rises 4.7% 


s Advertising volume figures con- 
tinued up, with an increase of 5.6% 
2,006 pages) this April compared 
with April, 1952. This includes 274 
business publications. The increase 
for the first four months of 1953 is 
4.7% (6,389 pages) over the same 
period in 1952. 

The 26 class publications again 
show the greatest percentage in- 
crease for both the month and the 
year to date, with 8.80 and 7.5% 
respectively. The 20 export pub- 
lications reporting showed a_per- 
centage decrease of 1.6% for April 
as compared to the March decrease 
of 6.2%, while the yearly percent- 
age was lowered from 4.8% _ in 
March to 2.3% in April. 

The 166 publications in the indus- 
trial group showed their largest in- 
crease this year with a gain of 4.9% 
(1,009 pages), and the product news 
group was up 6.3% or 172 pages for 
April. The 54 trade publications in- 
creased 7.6% for the month and 
6.0% against the total year in 1952 


April pages Pages to date 
1953 1952 1953 1952 
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Canadian Builder 


ar 


Shoe & Leather Journal 


New rates, now effective: 


N/J National Jeweler 
New rates, now effective: 


Canner 


iN€ 


E. R. Gauley 





GOLDE MANUFACTURING CO. 
4888 N. Clork St., Chicago 40, III 





modern team for sales results 


Show life size color the modern, 

easy way with beautiful color 

slides of your product. 

One handsome lightweight kit does 

everything —Contains 160 2x2 color 

slides, + the Manumatic Projector, 

+ the Index Changer . . . So easy— 

just insert File into Changer— 

you're set to show—and fingers 

never touch the slides! 

For + sales 

Manumatic with Index Manual Chonger 

$68.50 

Standard Case $12.00 (F.E.T. Incl.) 

Deluxe Case (Illustrated) $20.00 

At every good Photo Dealer—Anywhere! 

Write today for complete information! 
Clip this to your letterheod for 


prompt action, name of nearest dealer 


Co, 
Or 
"ANCE, 
« 
Si; 
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Ep 
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company policy, procedures and 
control. 

In the sales field, we have a prod- 
uct and sales programming commit- 
tee which deals with the formation 
of marketing policy, the planning 
of all sales programs and campaigns 
and all programming in the sales 
department, with particular empha- 
sis on long range planning. This 
committee organizes sales programs, 
step by step, including the timing, 
both marketwise and in relation to 
production scheduling. The _ sales 
manager is the chairman of this 
committee and its membership is 
composed of the top operating per- 
sonnel from sales, advertising, sales 
promotional, product research en- 
gineering and sales engineering di- 


visions. 


Roy Fruehauf 


® WE HAVE BEEN extending the 
“committee” type of management 
as the most practical manner of or- 
ganizing and handling many of the 
problems and necessary decisions 
to meet the daily demands of our 
changing and expanding business. 
At the 
Trailer Co. has nine plants and 
79 branches in the U.S. and Canada, 


as well as a recently established 


present the Fruehauf 


wholly owned subsidiary in Brazil, 
and a majority interest In a com- 
pany in France. With this large 
number of separate business loca- 
tions, our problems of coordination 
far exceed those found in the aver- 
age company. The committees by 
no means substitute for sound ex- 
ecutive action, and we are fully 
conscious of the shortcomings of 
this form of organization. 

The operating committee, com- 
posed of the executives in charge 
of sales, engineering, manufacturing 
and accounting departments, with 
the controller serving as chairman, 
meets regularly each week to co- 
ordinate and deal with activities 
concerning these departments 

Many aspects of marketing policy 
and other matters relating to sales 


activities, advertising and research 


eee eaaeeoen 


. 


Dida 
customer 
forget 
you 
today? 


greece ror eee esees, 
a ee 


~ 


men an an an an ae eae oF 


Here’s a brand new way to 
make sure your customers 


remember you 


tum MONOGRAMS:=-2-- 


with your name here 


— on 2-color metal plate 


all 
metal 
construction 


KEEP YOUR 
NAME UP FRONT 
4 ways 


Strong attention value...your ad is sure 
to be seen 


High readership...your ad is rarely 
out of sight 

Repetition builds remembrance... your 
ed sells all day...every day 

No competition... your message is read 
without distraction 


Ask your stationer or office supply firm for 
details and quantity prices of MONOGRAM 
Staplers, or mail coupon today. 


WILSON JONES COMPANY®# 
209 S. Jefferson St., Chicago 6, Ill. 
Please send complete data explaining how 
1 can put the MONOGRAM Staplers to 


work on our prospects’ desks. Also give 
me name of my nearest stationer 


Name 
Company 
Address 


City State IM5 





For all the Facts 
on Industrial and 
Trade Market Data 
LOOK in 
Industrial Marketing’s 1953 


MARKET DATA & 
DIRECTORY NUMBER 





























PACIFIC NORTHWEST 


CONSTRUCTION 
MARKET 
DEPENDS 


ON THE 
PORTLAND, OREGON DAILY 


JOURNAL 
of COMMERCE 


RVITAL 
Business NEWS 


Just 10 construction companies, 
picked at random from D.J.C. 
subscribers, use over $1,000,000 
worth of petroleum products and 
tires alone a year. Two-thirds of 
the circulation of the D.J.C. is to 
construction men who must have 
the latest daily industrial news. 
Write for sample copy. 


Daily Texrnaofom merce 


711 Southwest 14th Ave. 
Portland 7, Oregon 





Working Tool of 
Pacific Northwest Business 


INDUSTRIAL MARKETING 
IN LATIN AMERICA 
frequently requires an 
approach fo textile mills 


TEXTILES PANAMERICANOS 
puts you in immediate and ef- 
fective contact with the largest 
buyers in Latin America’s largest 
industry. It talks their language. 
It sells for you efficiently. In- 
vestigate how it can help you. 
Write: 


TALES 


PANAMERICAN PUBLISHING COMPANY, Inc. 
570 7th AVENUE, NEW YORK 18, N.Y. 


are dealt with at the weekly meet- 
ings of the operating committee or 
referred with 
the 


policy decision. 


recommendations to 
executive committee for final 

The results accomplished through 
the several committees are in direct 
proportion to the factual informa- 
tion available to the members there- 
of. When the facts are known we 


find that the decisions are easy 


Albert F. Sperry 


@ IN THE BEST TRADITION of Amer- 


ican free enterprise is the young 


man with an idea who founds his 
own business and pounds his way to 
This typical entrepreneut 
fact, 
would cramp his style. But statistics 
that the 


these companies eventually do not 


success. 


needs no committees, in they 


show us vast majority of 


outlive the personality responsible 
for their birth. They are either ab- 
sorbed by _ larger 
through merger or 
off. 


As companies 


organizations, 
sale, or they die 


mature and grow 
in size, the shift from personal man- 
agement to management by a group 
becomes and more essential 


True 


effort and a new approach to really 


more 


it takes more time and more 


weigh all the conflicting interests 
that crop up in larger organizations, 
but if properly controlled, this can 


be time well spent 


Lechnical Publicity and Cditovial Aetations 


In Industry 


You Can’t 
Close a Man 
Who Isn’t ‘Hep’ 


Somehow, your prospect has 

to learn a lot about the theory, 
virtues, limitations, care 

and application of your product. 


Else he'll never stop talking 
and start acting. 


That’s why your field men 

spend so much time w ith prospects, 
why you have an advertising 
department, and why you publish 
so much literature. 


But beyond all this, the modern 
technical buyer be he 
designer, production chief, 
chemist, engineer, architect 

or whoever gets a 

lot of his savvy from the technical 
publications of his profession. 


Working with the business 
paper editors to help them report 
technologies like yours 

for 21 clients has built 

this shop to 25 people, every 
account man an engineer. 


Most of our clients have stepped 
up their publicity programs 
well beyond the rate at which 
they began because they've 
found that they can close more 
business when the prospect is 
“hep” before the first call. 


Plan a Program 


Don’t you judge publicity as 


a tool of sales until 

you're “hep.” Lay out a full 
program (not merely an article 
or two.) Then decide. We'll 
blueprint the plan with 

you, for free, if you'll give 

us two hours to ask questions. 


Harry W. Smith 
Incorporated 


NEW YORK 
507 Fifth Avenue 
CHICAGO 

Bldg. (Rm. 1716) 


Palmolive 
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i BL IBLE Latest Metals Prices 
TIMELY News of metats 


Round f Metals § | 
DAIL) i fia raed Be: 


More Metals Advertising Than Any 
Other Medium 


Today’s buyers in the steel and 
metal trades can’t wait . . . they 
need accurate DAILY reports and 
quotations on steel, metals, metal 
products, ores, and alloys, also all 
DAILY trade, market and govern- 
ment developments. Only AMERI- 
CAN METAL MARKET gives them 
this prompt service. Make this day- 
to-day contact with management, 
purchasing, and operating execu- 
tives in this vital industry through 
advertising in the most wanted 
metal-trade paper . Over 300 
sellers of metals, metal handling 
equipment and machinery are 
carrying regular schedules in the 
industry’s daily newspaper. 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


18 Cliff Street New York 38, N.Y, 





New Markets! 


If you want to sell inthe 
14 Southern states, investigate 
these official publications of 
the Southern Assn. of Szience 
and Industry: 


SOUTHERN INDUSTRIAL DIRECTORY 


Lists more than 3,000 multi-million 
dollar manufacturers. Abundant 
market data. Used by purchasing 
agents to locate industrial equip- 
ment, supplies, services. New edi- 
tion in preparation. Annual, $5 per 


copy 
SOUTHERN CHEMICAL INDUSTRY 


Guaranteed circulation of more than 
5.000 chemists, research directors, 
process engineers, technical execu- 
tives. Ideal medium for chemicals 
and apparatus. Issued bi-monthly 
with Journal of Southern Research. 


$5 per year. 


Write today to: 


5009 Peachtree Rd., Atlanta, Georgia 
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Employe, public relations 


Northern’s history, products, fi- 
nances, ownership, taxes, unions, 
charities, employe services, daily 
activities, and the folks at Northern 
themselves, to the end that our 
community will know and under- 


stand us better . . as a business, as 
good communal citizens, as individ- 
uals; and to emphasize publicly and 
proudly the importance of every in- 
dividual in Northern’s employ by 
describing each job function, the 


Communications man of the month 


His monthly military newsletter 


rivals the good ones in industry 


Col. Rebert K. Haskell . . 


® to KEEP the morale high and the 
production flowing in a war plant 
has never been as easy as it sounds 

In the in-and-out atmosphere of 
cold war, the appeals to patriotism 
sometimes seem to have a_ hollow 
ring, and distance lends disenchant- 
ment. The vital task of shell load- 
ing seems less vital than an evening 
of wrestling at Olympian Gardens 

As chief of the Chicago Ordnance 
District, Col. Robert K. Haskell has 
much more to command his atten- 
tion than the social vagaries of his 
fellow workers. His is a sprawling, 
eight-state assignment . the na- 


tion’s largest . . and the pressures of 
production are mighty upon him. 
To his many hundred subordinates, 
it should be sufficient for the colonel 
simply to issue an order. 

But Col. Haskell, with one of the 
toughest communications jobs in the 
whole field of employe relations, 
subscribes to the theme that an in- 
formed employe is the willing em- 
ploye, and that the willing employe 
gets the job done faster and better 
than any other kind. A few months 
back, Col. Haskell introduced a fac- 
tual, fascinating bulletin of useful 
information called “CHOD Bulletin” 

. a monthly report of what’s in the 
Ordnance wind in his area. To the 
people whose support he expects, 
he makes a readable accounting of 
what's taking place in the district. 
Hundreds of employes . . principally 
civilian employes have gained a 
new meaning of the word “ord- 
nance” and how they fit into the 
pattern. 

He writes his own message each 
month, as the lead feature of the 
news letter. It’s a to-the-point, up- 
to-the-minute statement of the sta- 
tus of things, and company presi- 
dents could take a cue from it. Em- 
ployes in military jobs want to 
know where they stand. So do 
employes in non-military jobs. 

Col. Haskell, 30 years in uniform, 
took a tip from industry in starting 
the equivalent of a management 
newsletter for employes. But he 
has improved tremendously upon 
the original design of many. 





...» were placed in Construction News 
Monthly during 1952. These adver- 
tisers concentrated their sales efforts 
at the local level. Construction 
News Monthly's circulation blankets 
the construction industry through- 
out Oklahoma, eastern Missouri, 
Arkansas, western Tennessee, Mis- 
sissippi and Louisiana with local 

bid news, local job pictures, local 
contracts and awards, and news 


about local people in the industry. 


Construction 
News Monthly 


LITTLE ROCK, ARKANSAS 








The fastest growing 
publication with - 
largest ABC circulation 


4049 Peterson Ave., Chicago 30, Ill. 





reasons for its importance and by 
introducing the men who perform 
iC 

There is probably no better way 
of describing this community good- 
will campaign than by highlighting 
some of the more significant ads in 
the series. Here is a pattern a 
manufacturer in a city of moderate 
size, or in a small town, can safe- 
ly follow, and he is almost certain 
to have helpful results if he does. 

Northern started off its series last 
May 30 with an 
showing a map of the Green Bay 


introductory ad 


area, with a dot representing the 
home of each of the company’s 1,- 
101 employes. The copy is designed 
to describe the ad series, and to set 
the stage for what follows. 

Ad number two is geared to the 
Northern products, illustrated and 
described in interesting style. The 
series the following week delves 
lightly into the company’s history, 
and anyone who wants to have 
more information than the ad pro- 
vides is invited to “drop a note to 
Milan Boex, our president, who will 
send you a copy of our current 
handbook which we think you will 
find interesting.” 

The series now turns to share- 
holders, with photographs of four 
people from different walks of life 
at the top of the ad. The heading 
says: “Question: Who owns North- 
ern Paper Mills? Hun- 


. perhaps you do.” 


Answer: 
dreds of people . 
The copy gives a quick, informative 
picture of Northern’s shareholders 
with the significant notation that 
2°, of company stock is owned by 
Wisconsin residents; that 67°. is 
owned by people in the immediate 
that Northern 


former, and 


area, employes 


present, widows and 
children of deceased employes 
own 20°, Some of the stock 
is owned by a local home for the 
aged, and the ad points out that 
dividends from Northern stock help 
carry on the work of this institu- 
tion. 

Companies are slow to point out 
the extent of their own contribu- 
tions to community welfare . . di- 
rectly, for materials and services, 
and indirectly, through payrolls 
Hence the ad titled “The folks at 
Northern are 
they spent approximately $6,994,959 


good customers 


in Green Bay last year” takes on 





Mine Operators 





the paper worth reading” 


Advice on methods, notes on equip- 
ment, personnel news keep coal 
operators reading COAL MINING 
month after month, year after year. 
Everywhere, coal men are saying, 
“COAL MINING is the paper 


worth reading.” 


To sell top men in coal mines... 
strip, shaft... anthracite, bituminous 


. advertise in COAL MINING. 


i COAL MINING — 


575 Country Club Drives Pittsburgh 27, Pa 





Serving the coal industry since 1899 








49.9% 
advertising gain in 
MARINE CORPS 
GAZETTE 


. during first three months of 
1953. over first quarter 1952. 
Largest (66,000 net 
readership (388,- 
000), lowest rate per thousand 
($7.27) 


military magazine your best bet 


circulation 
paid), largest 


make this professional 


in the service. For information, 
address Box 106, Quantico, Va., 
or Capt. Murray Martin, 2 West 
46th St., New York 36, N, Y. 


MARINE CORPS 
GAZETTE 
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How Seal-O-Matic Cut 
Costs $352,000.00 
And Saved 81% 


Man-Hours 


One of biggest mailings ever under- 
taken! 63,000,000 24-page booklets 
8Y," x 1"(mame of mailer in ovr 
files). 

Actual cost savings were reported in 
excess of $352,000.00. Traditionally an 
envelope mailing, it would have taken 
more than 125,000 man-hours—just 
to process for mailing. 

Ten SOM's, working two shifts, finished 
the job in 60 days .. . an actual sav- 
ing of 81% in total man-hours!! 

This phenomenal performance by SOM gave still 
another saving—in time and shipping costs 
Formerly shipped out to various district offices 
for a decentralized mailing, several thousand 
clerical workers were forced to interrupt their 
reguiar office duties to move these mailings out 
as rapidly as possible 

Having the entire job completed so rapidly 
made it possible for 135 men to complete the 
job easily and rapidly—at ONE centralized office 
in terms of efficiency and time gained at thes 
district offices, the effect of SOM on this job 
was astronomical 

Went to know how YOU con cut mail- 
ing costs? 

Want to show your clients a real step- 
up in DM production? 

Write today for details on how SOM 
gives you faster economy in handling 
self-mailers. 


Seal-O-Matic 
MACHINE MFG. Co., Inc. 


407-68 CHESTNUT STREET 
SO. HACKENSACK, N.J. 


Automatic Sealing Service, inc 
115 Christopher Street, New York 14, N. Y 
exclusive operators of SOM in New York area 








for Name Plates 
that help sell! 


t 


Arr you satisfied with 
your product's identification? Sales and 
advertising men know how valuable a 
sparkling name plate can be. Let us help 
you create standout identification that 
reflects your product’s quality— marks 
it for more sales. Send a rough sketch 
or blue print for design suggestion and 
quotation, Write for your copy 
of “Etehed or Lithographed 
Metal Products of Quality” 
with full color examples of our 
name and instructicn plates. 


CHICAGO THRIFT—ETCHING CORPORATION 
1555 N. Sheffield Ave.,Chicago 22, Ill, Dept. G 
SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND. 
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weight and meaning 


‘Proud of Unions’ . . An ad de- 
voted to good union relations will 
set to squirming those managements 
who believe no reference to the 
union should ever be made. North- 
ern boldly and sensibly presents 
photographs of the officers of the 
two AFL unions with which the 
company has contracts, with the 
laudable headline: “The folks at 
Northern have two topnotch un- 
ions.” Let the diehards take a long 
look at this progressive copy: “We 
Northern employes have every rea- 
son to be proud of our unions and 
the officials that represent us as 
bargaining agents. The men who 
head our unions are a serious group 
of hard-working employes inter- 
ested in promoting sound relations 
between their unions and manage- 
ment. An exceedingly friendly and 
cooperative relationship has pre- 
vailed at Northern between man- 
agement and labor through the 


years 


How to Pay Taxes .. The ad on 
taxes is a smashing summary of the 
company’s tax load. The score for 
the past five years is given. In the 
preceding year, the copy states, 
company taxes totaled $2,427,402 . 

“half of Northern’s payroll; double 
Northern's 
Northern’s dividends!” And_ the 


earnings; SIX times 


copy concludes with this: ‘Please 
understand . . we are not complain- 
ing. We are proud of cur home 
town, our county, our state and na- 
tion. As good citizens we willingly 
pay these taxes, but as all good 
citizens should, we watch closely 
to be sure our tax money is wisely 
spent.” 

The credit union, the welfare 
club, the employe magazine (a 
breezy journal capably edited by 
Russ Walters) 
for full page coverage 


they all come in 
Holidays, 
sales and sports are brought in fo 
discussion. 

For management officials _ still 
dipping their toes in the shallow 
waters of communication, North- 
ern’s plunge will seem spectacular. 
To those hesitating at the water's 
edge, Northern’s competent com- 
municators may justly call: “Come 


on in the water's fine!” 





Says a leading industrial weekly 

*‘Much pleased with the re 
sults Western Union produced 
in securing verification of our 
circulation to meet A.B.C. and 
C.C.A.requirements it worked 
where other methods were unsuc- 
cessful.”’ 


Establish 
circulation facts by 
Western Union 


VERIFICATION 





Western Union ver- 

ifies your full circu- 

lation list-— quickly, 

accurately, econom- 

ically. Tells you who 

reads your publica- 
tion, his title, purchasing position, buy- 
ing influence, range of products, accuracy 
of address, and other vital facts. 


Other Western Union Services 

@ MARKET SURVEYS— Fast, efficient way to 
check consumer attitudes and brand 
preferences. 

@ DISTRIBUTION—F ast distribution by de- 
pendable messenger service 

@ PUBLIC OPINION POLLS—Spot checks on 
media coverage and consumer prefer 
ences, 

@ “OPERATOR 25”°— Enables advertisers to 

give prospects the names of local deal 

ers by telephone— bridges gap between 

advertiser and consumer. 

for further information on any or all 

these services, call your 


local office of WES TERN 
UNION 











WANTED: Young man to spark setup of 
central direct-mail operation, including 
mechanics of distribution as well as 
mailing-list work. Good opportunity for 
experienced direct-mail distribution 
man. Opportunity to grow with a re- 
spected, well-known industrial manu- 
facturer with multiple sales divisions. 
Write giving details of experience, 
salary desired. Replies held confiden- 
tial. BOX 481, INDUSTRIAL MARKET- 
ING, 801 Second Ave., New York 17, 
“. Y. 








SIMPLIFY YOUR RECORDS 


End confusion and needless work with the new 
Guide-Record. Compact, handy file saves time 
in recording insertions, identifying inquiries and 
directing mews releases 

Write today for full information 

Homer Jones, 7150 Penn Ave., Poh. 8. Pa 











WANTED: Young man, experienced in 
distributor-dealer merchandising, prefer- 
ably air-conditioning, with general ad- 
vertising background. Opportunity to 
get in on ground floor in an expanding 
industry with well-known manufacturer. 
Growth opportunities unlimited for right 
man. Write giving full details, salary 
desired. Box 480, INDUSTRIAL MAR- 
KETING, 801 Second Ave., New York 
17, &.Y. 











Handbook is comprehensive 


study of industrial ad field 


® NEW yYorRK .. A new book, “In- 
dustrial Advertising Handbook,” 
has been published by McGraw-Hill 
Book Co., New York. 

Essentially a symposium, the 
book was compiled and edited by 
Julian Boone, sales promotion man- 
ager, Power. Subjects covered in 
14 chapters include industrial ad- 
vertising agencies, ad budgets, the 
market, selection of media, copy, 
field interviews, direct mail, com- 
pany publications, catalogs, indus- 
trial sales promotion, trade shows 
and exhibits, industrial ad testing, 
public relations and case*histories 

. each written by an expert in his 
field. 

An introduction by Mr. Boone 
discusses three reasons for the im- 
provement and growth of industrial 
advertising .. (1) the growth of our 
industrial economy, (2) the en- 
trance of the industrial agency into 
the advertising field and (3) the 
introduction of new research tech- 
niques to interpret the purpose and 
value of advertising in comprehen- 
sive, factual and practical ways. 

On coated stock, illustrated, and 
with 325 pages and index, the book 
is priced at $6.50 a copy. 


SHORT ON SALES ? 


Are you getting maximum results from your industrial advertising dollars? If you 
want to see tangible, measurable results INDUSTRIAL MAINTENANCE will produce 
quantity, quality inquiries from its more than 70,000 plant operating readers. 


Covering over 48,000 plants in 23 industries at shirt-sleeve level, INDUSTRIAL 
MAINTENANCE delivers the plant men who are ready and able to buy. These 
men are responsible for the function and upkeep of machinery, equipment and 
plant in America’s top-rated companies! 


If you’re covering this multi-million market — if you’re short on sales — investi- 


gate INDUSTRIAL MAINTENANCE today! 


setting POWER! INDUSTRIAL MAINTENANCE 


Philadelphia 4, Pa 


Editorial Material 


specialized for the 


IRON and STEEL 
PRODUCING 
INDUSTRY 


penother Gig Reason Why... 


the Iron and Steel Engineer is read 
consistently by the men who influence 
the purchase of almost two billion 
dollars worth of equipment, supplies 
and services required annually by the 
iron and steel industry. Place this 
hard working publication on your 
schedule now, for your share of this 
profitable market. 


tll 





Write Today for This New Booklet: ‘'How to Sell 
to the Iron and Steel Producing Industry. 


1010 EMPIRE BUILDING PITTSBURGH 22, PA. 
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dollar for 
dollar 

it is the 
mostest 
display 
you 

ever 
saw October 


§-9..8th Ann 





May/1953 


for T 


est 


20-25... An 


November 
8-11..8th Annual 


16-19.. American Welding 
615 South Boulevard Evanston, Ill. Pont pes ence ar 
1775 Broadway New York City Shamrock Hotel, Hous 
. m le 21-24.. Institute ' = i 
Sales offices in 27 cities sists, Statler H 
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Of course, this is an exaggerated 
picture. Your Meyercord Decal 
Nameplates have very little appar- 
ent thickness. For all practical pur- 
poses Meyercord Decals are a part 
of the surface or finish to which 
they are applied! 


What the eye does NOT see is 
the miracle of graphic arts engi- 
neering that is a part of every 
Meyercord Decal Nameplate. As 
the illustration-diagram indicates, 


there’s more toa 


MEYERCORD 
Namipliile DECAL 


than meets the eye... 


Decal Nameplate lasts the full life 
of the product. 

Our sales engineers and labora- 
tory engineers will be glad to dis- 
cuss your Decal Nameplate prob- 
lems... without obligation to you, 
and will explain how Meyercord 
Decals will cut production costs 
when used as namepiates, trade- 
marks, instructions, markers, wir- 
ing diagrams, safety warnings and 
other important applications. 
Write for full information about 


the Meyercord Decal starts witha ee elie 
s complete technical and designing 


specially engineered adhesive and éialees. 

Write for the big Meyercord 
““Mark-It'"’ Decal Name- 
Plate Manual . . . FREE 


Shows hundreds of uses for durable, 


stacks color upon color, topping it 
all with a tough protective coating. 

Agency Changes. . 
The Meyercord Decal Name- 
plate you apply to your product is 
the result of vast experience and 


Anderson F. Hewitt 


Specify Meyercord 
Decals to 


: : : ; washable decal 
never-ending engineering im- 


= a ; nameplates. The 
provement. Just ‘any’ decal won't 


**Mark It’ manual 
is FREE... re- 


quest it on your 


do the job. Today's multiplicity of 
commercial surfaces and finishes 
business letter- 


Joseph A. Larkin . . has 
head, please. 


demand exhaustive pre-testing to 
tment ol 


make very sure your Meyercord 


ADVERTISE, 
IDENTIFY, DECORATE 
WITH 
MEYERCORD DECALS 


DEPT. E-308, 5323 WEST LAKE STREET - CHICAGO 44, ILLINOIS 
Eldridge, Inc. . . Trenton, N. J., has been 
ippointed t handle he 1dvertising f 
Smith Bearing Trenton me gives advertisers 
BEST COVERAGE 


Wilson, Haight & Welch . . New ‘ 
Hartf Ta h maing 1dvertising 


Werner! NEW TOrTK 


Herbert S. Lenz and W. R. Mason . . have 
been appointed manager of cl ‘ es 
| INDUS 





—— 
ri 


STEEL PLANTS 





1400 UNION TRUST BLDG. 
_PITTSBURGH 19, PA. 








WANTED — Advertising Manager 
Nationally known Midwestern industrial 
corporation manufacturing and selling 
widely diversified line of products and 
services seeks man thirty-five years of 
age or under for advertising manager. 
Position requires full knowledge of all 
phases of industrial advertising, includ- 
ing mechanical production, sales promo- 
tion, and the rudiments of employe and 
public relations. Engineering back- 
ground preferred. Send complete 
details covering family history, educa- 
tion, advertising experience and posi- 
tions held, military status, salary range, 
and photograph. Do not send samples. 
Excellent opportunity. All replies con- 
fidential. Write Box 482, INDUSTRIAL 
MARKETING, 200 E. Illinois St., Chicago 
1H, On. 














If you wish to reach the 


coal trade use 





NEW YORK 
Whitehall Bidg 


CHICAGO 
Manhattan Bidg 


For over 67 years the leading 
journal of the coal industry 





WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 
read are listed in the 192-page 
Bacon's Publicity Checker in 99 
market groups. 

Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 

Price $6.00 — it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Pearborn St., Chicago 4 


the Real Push 
Behind Sales! 


Youll tind ‘‘Snips’’ a powertui 
medium to reach over 13,000 sheet 

‘ metal, ventilation and warm aw 
a | contractors See indus 
trial Marketing Data Book. 


@ 5707 west Lane srecer CHICAGO 44, LINKS 


Tare) 


e ° eyin ompe itive ad ertis 
12 ars f surv y! g°¢ titive acy 
y 


ide 
» le us to prov! 
: tisers enab 
ading adver 


ae ket Date 
: hly data at low cost. See — e 

mea . 17 for further information. 
9 age : 

2 [ <esearcn 
‘ LA SAt a 


qo 2s 


cHica 





PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable Photo-Re- 
porters provides e“ective way to obtain on-location 
photos, case histories, stories and releases 
For more information write or phone 
SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 
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Gould-National convinced 
industrial road shows do job 

After an 1l-city circuit with its 
road show, Gould-National, Inc., 
Trenton, N. J., manufacturer of in- 
dustrial batteries, has decided that 
full-fledged theatrical presentations 
work as successfully in industrial 
selling as they do in consumer sell- 
ing 

Gould-National’s 1953 edition of 
its show, called “Gould Nuggets of 
1953,” played one-hour perform- 
ances in Buffalo, Cleveland, Detroit, 
Milwaukee, Gary, St. Louis, Cin- 
cinnati, Baltimore, Philadelphia, 
Bridgeport and New York 

The company made two other 
conclusions at the end of its travel- 
(1) added stands 
in four more cties than played in 


ing show season. . 


previous years were well worth 
while and (2) the full Broadway 
treatment in industrial sales pro- 
motion poses a problem of audience 
limitation more than one of audi- 
ence building. 

Used were a professional cast of 
six, including comics, singers and 
situation actors, and a pit orchestra 
of five 

The company also concluded that 
“technical buyers appreciate pro- 
fessional talent, professional script 
and professional staging with a 
minimum of straight commercial 
appeal” . . and that the effectiveness 
of industrial road shows is asso- 
ciated with the caliber of the tech- 
riical specialists and service execu- 
tives from the home-office who 
travel with the theatrical troupe. 


Old And New .. | 


rks nicag 


Don Gussow Publications (ne. 


Information Headquarters of the Billion Dollar industries They Serve 
FROZEN FOOD AGE + CANDY INDUSTRY + BOTTLING INDUSTRY 
THE CANDY INDUSTRY CATALOG AND FORMULA BOOK 
220 East 42nd St., N.Y.C. * MUrray Hill 7-8771 
CHICAGO. 30 North LaSalle Street Rankin 2.9052) 

SAN FRANCISCO. Simpson-Reilly, Ltd, 703 Market Street (DOugias 2.4994) 
LOS ANGELES. Simpson Reilly, Ltd, Halliburton Building (DUnkirk 61179) 











MEDIA AND MARKET 
FACTS FOR BUILDING 
YOUR 1953 SCHEDULES 


. see the hundreds of pages 
of data covering 84 primary 
markets — specifications, rates 
and circulations of the 2,400 
business papers serving U. S. 
and Canadian industry — and 
the factual presentations of 200 
leading publishing organizations 


. +. in your 
1953 INDUSTRIAL MARKET 


DATA & DIRECTORY 
NUMBER 











Index to Advertisers 





*Abernethy Publications ......... 18 
*Advertisers’ Research Service .. 150 
*American Artisan .. Ceuees 2 
*American Ceramic Society . 34 

American Chemical weenie The 87 
*American Machinist ........... 6-7 
*American Metal Market re 
*American Society of Civil Engi- 

neers, The .. 38 

*American Seciety of Mechanical 

Engineers . 138 
*American Society of Tool Engi- 

neers, The . Sark fae 
*Annual Meat Packers Guide .... 40 

Appliance Manufacturer o 5 
*Architectural Record . .116-117 
*A.S.M.E. Mechanical Catalog 

and Directory . 138 

Associated Business Publications, 

The a . . 132-133 
“Aviation Age ........... cease 


*Bacon’s Clipping Bureau ....... 150 
Black Diamond we 150 
Bottling Industry .... eee 
Bramson Publishing Co. 19, 20 

*Brewers Digest, The ; . 245 

*Butane-Propane News a 


Canadian Industrial Equipment 
News we 5 Ane ee 
*Capex Company, Inc. .......... 148 
*Ceramic Bulletin ... é' 34 
Chemical & Engineering News 87 
*Chemical Engineering 120-121 
Chemical Engineering Catalog .. 17 
*Chemical Engineering Progress 8 
Chemical Materials Catalog .... 17 
Chemical Processing .. 70-71 
*Chemical Week .124-125 
*Chicago Metalworker, ‘The ... 152 
*Chicago Thrift- Etching Corp. .. 146 
*Liilton Publications . 88-89 
*Civil Engineering ... a 28 
Coal Mining mss 245 
*Commercial Fertilizer 18 
*Conover-Mast Corp. a 44-45, 
«sate, 123, 4th Cover 

*Conover-Mast siennntgtiens Direc- 
tory 123 
*Construction Equipment 4th Cover 
*Construction News Monthly 145 
*Contractors & Engineers 29 


*Daily Journal of Commerce 143 
Dodge Corp., F. W. 

36-37, 102-103, 116-117 
Domestic Engineering . 9 


*Electric Light & Power . 43 
Electrical Manufacturing 84-85 
Engineering & Mining Journal 

2nd Cover 
Engineering News-Record 92-93, 115 


*Factory Management & 
Maintenance see 
“Food Engineering 

*Fritz Publications, Inc. 


Gage Publishing Co. 
*Gardner Publications 
Golde Manufacturing Co. 


Gray, Jnc., Russell T. Facing Page 65 
*Gulf Publishing Co. 39, 63, 137 
Gussow Publications Inc., Don 150 


*Haywood Publishing Co. 43 
*Heating, Piping & Air Con- 

ditioning 10-11 
*Heinn Company, The 33 
*Hitchcock Publishing Co. 13, 49 


*Industrial Equipment News 47 
*Industrial Heating .. 149 
*Industrial Maintenance 147 
*Industrial Press, The 41 
Industry and Power 
Insert Between 32-33 
«Institute ‘of Radio Engineers, 
Inc., The .. 168 
*Iron Age 88-89 
Iron & Steel Engineer 147 
Ivel Corp. 152 


*Jenkins Publications, Inc. 31 
Jones, Homer .. 146 


*Keeney Publishing Co. 2, 10-11 
Listo Pencil Corp. 


*Machine and Tool Blue Book 
Machine Design 
*Machinery 
*MacRae’s Blue Book 
*Marine Corps Gazette 
*Marine Engineering .. 
Marsteller, Gebhardt & Reed, Inc. 
*Materials & Methods 
Maujer Publishing Co. 
Insert Between 32-33 
*McGraw-Hill Publishing Co., 
Inc. 2nd Cover, 
6-7, 24-25, 60-61, 66-67, 77, 91, 92-93, 
98-99, 105, 115, 120-121, 124-125, 
3rd Cover 
*Mechanical Engineering 138 
*Mechanization 21 
Meyercord Company, The 149 
*Mill & Factory 44-45 
*Modern Machine Shop 95 
*Modern Railroads 4 
*Modern Railroads Publishing Co. 4 


National Business Publications, 

Inc. 105-107 
National Industrial Adv. Ass'n. 111 
*National Provisioner, The 40 
*New Equipment Digest 101 
*New South Baker 18 


Oil and Gas Journal, The 


Insert Between 96-97 


*Panamerican Publishing Co. 143 
*Paper & Pulp Mill Catalogue 136 
*Paper Industry, The (Formerly 
The Paper Industry and Paper 
World) 126 
*Penton Pub. Co. 28, 101,113, 
Insert Between 64-65 
Petroleo Interamericano 
Insert Between 96-97 


‘Petroleum Refiner 

*Pit and Quarry 

*Power 

*Proceedings of the LR.E. 
*Product Engineering 
Production Engineering & 
Mgmt. 

Progressive Architecture 
Public Works 

*Purchasing 

Putman Publishing Co. 


128-129 
128-129 


Railway Age 
Railway Market and Media 
*Railway Signaling and 
Communications 128-129 
“Refinery Catalog, The 137 
*Reinhold Publishing Corp. 
14-15, 17, 50, 87 


SAE Journal 
Saturday Evening Post, The 
Seal-O-Matic Machine Mfg. 

Co. 146 
Sickles Photo-Reporting 

Service 150 
*Siebel Publications 145 
*Simmons-Boardman Pub. 

Corp. 59, 128-129 
Smith, Inc., Harry W. 143 
*Smith Publishing Co., 

W.R.C. 74-75, 119 
*Snips Magazine 150 
Society of Automotive 

Engineers, The 131 
Society of Industrial Packaging 

& Materials Handling Engineers 16 
*Southern Advertising and 

Publishing 18 
Southern Chemical Industry 144 
*Southern Food Processor 18 
*Southern Garment Manufacturer 18 
*Southern Jeweler 
*Southern Power and Industry 119 
*Southern Printer 18 
*Southern Pulp and Paper 

Manufacturer 18 
*Southern Stationer and Office 

Outfitter 18 
*Steel Insert Between 64-65 
“Sweet's Catalog Service 

36-37, 102-103 


*Textile Industries 
*Textile World 
*Textiles Panamericanos 
*Thomas Publishing Co. 
*Thomas Register 
*Tool Engineer, The 


Vance Publishing Corp. 


Wail St. Journal 

Warren Company, S. D. 

*Welding Engineer 3rd Cover 
Western Union 146 
Wilson-Jones Company 142 
Wood and Wood Products 32 
*Wood Working Digest 13 
*World Oil 39 


ee The Annual Market Data & Directory Number 
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YOU'LL SELL MORE 


with an 


at your Expositions, Trade 
Shows, Sales Meetings, etc.” 


Send for Free Folder 


IVEL CORPORATION 


® 96-22 43 Ave. Corona 68, N.Y.C. 


THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
oe 


Continues to increase its sales power with 
12,000 key readers in: 


Ilinois 
Wisconsin 
Michigan 

Indiana 


for sample copies ond rates, write 


THE CHICAGO METALWORKER 
4647 West Lake Street 
Chicago 44, Illinois 
EStebrook 9-2160 
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Which ad 
attracted 
more readers? 


® BOTH ADS were above average in 
later re- 
Taft- 


many 


attracting readers who 
membered noticing the ad 
Pierce attracted twice as 
readers who read most of the ad. 
Jones & 
“Noted” 

Probably the 


Pierce was better read was its use 


Lamson attracted more 


readers, but it was close. 


reason why Taft- 


Taft-Pierce 


Seen- 


Noted Assoc. 


Below is 
the answer 
to the problem 


on page 76 


of a single, dominant illustration, 
closely related to head and copy. 
J&L divided attention by splitting 
(for more on this, 
see page 56). Also, the illustration 
was not clearly related to the “ver- 
satility” theme of headline and copy. 

The scores, reported by Daniel 
Starch & Staff, Mamaroneck, N. Y.: 


its illustration 


Jones & Lamson 
Seen- 


Assoc. 


Read 
Most 


Read 


Most Noted 





@ Noted denotes th 


€3 Seen-Associated denotes th: 
eI f readers who said they remembe 


R) Read Most 


f lé 


Cost Ratio tells the relationsh 


pe 





Agency Changes. . 
Toronto Office, Canadian 
Agency, Limited . . ha 


Advertising 
mir 


Harry G. Woodward, Jr. . . has 


wi 


William D. Barclay . . ha: 


Richard Bender . . has 


William Schaller Co... H 





¢ ¢ ¢ Welding equipment, tools and supplies 
have, for the most part been bought rather 
than sold for the past several years. Now 
many companies are facing a very notice- 
able shift to a buyers’ market. 

Competition is a lot keener and manu- 
facturers must set their sights on long-range 
sales and distribution planning. All such 
planning must be done with accurate knowl- 
edge of where the market exists and how 
best it can be reached and exploited. 

THE WELDING ENGINEER is the head- 
quarters for welding market information. It 
is the one and only magazine that main- 
tains a continuing program of market re- 
search, product studies and end use surveys. 
Therefore, manufacturers of welding prod- 
ucts can have, at their fingertips, accurate 
information in order to plan today for 
tomorrow's markets. 


your next 


move --- 
determines 


fomorrow’s 
Market 
Position! 


Here is some of the material available. 

* * Markets for Welding Products 

* * Welding in the Metal Markets 

* * Fabricated Metal Products Survey 

* * Contract Weld Shop Survey 

* * Buying Habit Study 

* * Stainless Steels 

* * 1952 Welding Facts and Figures (Ready in 

June) 

* * Welding Fittings Study 

* * List of Welding Distributors 
Plan now for tomorrow's market. Your 
nearest WELDING ENGINEER representa- 
tive will be glad to assist you in any way 
possible. 


HEADQUARTERS 
FOR WELDING 


INFORMATION 


330 WEST 42nd STREET 


Hew York 36,1.Y. 





N € 
of only inquiries—But 


SALES 


CON 
STRUCTION EQUIPMENT MAGAZINE SELLS 
Tl LIN 
COLN LUBRICATING UNITS—IN A SINGLE MONTH 





nN RY 
' nto ging 


PA ; 
; SSAIC.NJ 








ing Manager of 
eering CO., writes: 


be interested in the sv 
EQUIPMENT is doing for us. 
ber 1952 a5 a random choice, 


received 86 inquiries --- From these 
mpleted sales within the 


80 to $2,392 per unit.” 


A. R. Kioos, Advertis 
Lincoln Engin 





“You will perb selling job 


CONSTRUCTION 
we 


Taking Septem 


inquiries, 
month, ranging from $1.4 
4 fp. a 














Construction Equipment 


A Cc no er-Mast P ” ( s nC sfree u or 17 iv. } . 
y) v Ss u bic ali a. 205 Ea l id 
é 40 4 ¢ t Ne y k , 
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